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unveils battle 
strategy te meet 
Tsii— p. 23 



THS ^lEKLY MAQAZINB RADIO/TV ADVERTISERS USB I CONTENTS— see p. 6 




.'JiBftiDfrt cab ride lofo the dawn . . . ti}^ ffrjai tcfRch t-frfl 
rill ©ftefi recall the events a mem,Grable evening Spat 
^^tfro, toe, is the final touch . tes sales impresi- 

^i©ns made in olher media Spc ' *^cility fo'r re- 

linding people is the fin?l touch ihat seiii yaur p/oduciB, 




WSB ..... . . drrtd'ba 

Weif JImIMi XHM . Port'and 

'«^Ji - . ■ ■ • ■ «8m. h.^fu. ou<. 

^J* G«c..nn»iP ^1^^ «cfclfes» 

^ _ iseip: , , , . Sacramento:- 

j»»«<a,, »i -iiL.akeCity 

RPW ■• • .as- ##«OK£.e »sa6si, ..fc. ... .J. , ... 

nmL . .^,.m0§^m^m EL'"""' 

yimz „ . , .ffi^ifi ^y4MM-'fmmdst.i'.'ffsm.:mm^ 

:KSTP HrB*s»p6Jl&«. feal. •►fVOP- ... , »jjm. 

ms Aw,G-EtES.. » rtto'Lsj^-»«: - Ptewd^fe - st; tarn* 





oap 

DETEifiENT ■ 




A R K ET 




BLEACH • SAPOniFICATIOM 



mmtk soda • SKdi • fMes • bar 



iodiuiii silicate - alkjflofamine 



SmMCTANTS • MANQLAMmi 




Whatever your business language, 
WGAL-TV translates it into sales 

Channel 8 speaks the language of the people 
in its widespread multi-city market. Viewers 
listen, understand, and respond. To prove 
it, Channel 8 telecasts sales message^s 
for practically any product you can name, 

WGAL-TV 

Channel 8 

Lancaster, Pa. 

STEIN MAN STATION • Clair McCollough, Pres. 

Representative: The MEEKER Company, Inc. 
New York / Chicago / Los Angeles / San Francisco 
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FTC m^M- mk^ochs: FTC chairman PmI 



Ic legislation if 
".ette advertising 
•seeable futujB. 

l<sfi 'l^mrio'vmlj- 
■"feohKPgier said. 



fejA 01*®T »!11 need 
iarrtt)BW.^H it m regu' ' 
imli#ifetllfs l»d withi.. 

would ' InaL scfffutft WtimS' ift oAl' fc- ,r^-' 
late ci£, admiMl^ wAf *FTC AdL Pw-- 
longed litigatioil % tfifiitcift m$m.. Mild ffll 
fi'ial action '*t(ff yBars-*^ Mr^ W«wte^r's; 
two bills— backed hf m^-pmsMtuXj^ SiMis B^Il* 
nett,. Clark, GrufittffUs M«:^j and' ¥B'ttn,g — 
would gi»te FTC spMife atf&i^ritf' to ffr^ul^fi 
i^^ai^tKi 'Ms aiid Itiffilimg,, as il has IE IfiO-li,, 
i&tig^ And igt)smelic ads, inclusdinig ififtrnj^i^e 
pjowcrt, fecond bill, **Ci^r&lt€ HMltrh Haaard 
Am J* WsftttH im|)l6ni!&nt rfeseateh and edmea- 
tijQfflal fu?ttgram# te r«endetf cigtottte^? 
harmful and less japv^lent, JLnti-siii!qtk%g oru- 
s^er^Rjep, Kataik I'D., Mtem,) ha^ lajajodji^pd 
aiipKipres, ip,, Hoia..ie;, 



inadtfirf tate mt ■^ttaaftem CBS -president 
!featth; SteJiWa s;a|ls Aat fefcatiste «f the jo-vt, 
ne^£>.rt Iteteng stfidkln^ ajtd Irag; ispjceri. fht; 
bJiaadc-ast inTdiislKy'ma>ymakechraiigeB fc-eiga'-' 
tM^. ^d'f ertisog-. He toM JjonoJg 'Sceii-ty ftf 
Mnancial Analysts fikpt mluMtaif fliailges ifj 
ad wpy ftn4 rd^rette coKraJ^ciftl ttees c&tild 
;bfi mtdei, 



&SCte to Djoyle Dane Bembaeh. Interestingly, 
it is the high-priced (|125-1,500) Accutron 
etectroaip watch, aijd the eooM^wiy-prfoBrd 
(flO.W5^1^,ip5] CatliyelJ which are being, 
xnewd* %e raediuiii-firi^jed watches and cm- 
sMumc poduMi, with combined WU- 

ifflgt «1 nhmt fa ittijllan, will vmmh at SSCM 
whiA had been assigued the Ml Bul^Ta ai^ 
mmi in Apuil, 1961. Bulo^a president Hatry 
Benlhol emphasiBed that the switjEh results 
from the sales growth of both lines, for whiA 
hegreatly credits the former agency. However, 
he gsjd? the growth "made it inevitable that 
ihglr advertising Kiqiiirements parallel eertain 
macketiwg ehagg^s pjd (they) would there- 
iflfi ha'Vfi tm bf served by a separate agency," 

Atili a mm htottdtanl hm4i Coincidental 
with^^ if s Biilova jsaup, DDB last week filled the 
piE>?tt}| ilie prfigident in charge of TV andraffl®; 
pfPgTEUHiMg Wt vajeant sinse the departure of 
Jcthftb Egaw a OHuple of months ago. New man 
is Eobert lifldel, who has been an associate 
media director over at Compton. 

N0C:-T¥ m*^ •"f®'^ righMj NBC T? afid the 

'mw. Mpstp Theater of Lincoln Center of tlie 
'Ferfo^CWitig ^Artl in New York have entered, 
into a loiii4eEa agrseemewt which gives Ae net- 
work T? rights to prtdwptlons presented by 
Music Theater. 



'ifcsftjj^felii9S«r^f«lltl'I*EblI:d Health' Esp^ 
im km aAseild » g yam to WJU Medkal Cea- 
te far a fivp^fw umif of ftanoe&Miising sub- 
Steflits In clJ^m»tlc% drtr§s,, dothmg;, w.ate^, 
ai^ irtdjusttld. pPOd^ses, and haiiiran envif on«- 
tflsM i^Mtfirally, Miateein;g is .being shared by 
the KaCional Gamser Ensbtute and the BareaR 
ai Stale Serviia^ .[B^w^scwK^in:^! Elealth}, 'Ib- 
itial ■mm danfited to. fijjwgi fet W mmth& 
is ^?^f 40. 

Bubw to Wfe Ab'iMt; }§■ wUlfoa is toiofeeB 
in t-'-te s.,ffeb rfwo -ftlife watih llms Jrom 



0i|-mere g:@:m'g big bfusl-rressi G-ilmore Broad- 
ia&dmi will mm foin mnJil of major station 
groaip^ irlth latest moi^e, t:o«IJ:d purchase of 
its third ami feurth TV stafiom Siihjeat to FCC 
approval, Gilftioaee last week aiaoMiid it h 
hmmi WIHT-TV EvawsviUe and KCTN-TV 
TuBson fiom Hilberg-Buse-RiichtBt. Late last 
OTOWtb it revealed it is acqpiriftg KGGM-AV- 
Tf AlbEtuergwe and KVSF Santa Fe from 
Ifew MexilBO Broad«a'Stip;g, It earlier picked 
lip EOD&AM^TF JopKnJ eilmore =will he th«- 
iStkittoadiait icioai|iaiiy owning f«rur or more 
■Tf Stafiom 
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B&B builds billings in Britain: The Londoxi 
sulisidiary of Benton & Bowles has acquired 
a major interest in Britain's Nelson Advertis- 
ing Service. Combined billings of the two Lon- 
don agencies will exceed $1 1 million. Founded 
in 1930 by W. W. Bett, the late brother of the 
present chairman and joint managing director 
Robert Bett, the Nelson agency has long been 
known for its association with the automotive 
and allied markets. It lists among its present 
clients such companies aS Jaguar Cars Ltd., 
The Power Petroleum Company Ltd., Avon 
Rubber Company Ltd., Henleys Ltd., and The 
Sun Engineering Ltd. While the Nelson staff 
will move into offices in the Benton & Bowles 
Ltd. building, both agencies will, "for the 
time being," retain their own identities and 
independence of operation. "As the associa- 
tion develops, however," notes Bett, "we shall 
be able to draw on the greater resources of 
B&B to provide our clients with services which 
have not hitherto been available to us." 

Ratings Raters Purr on the Hill; In the con- 
siderable privacy of closed-door hearing gen- 
erally reserved for very touchy or very weighty 
matters, NAB and network ratings researchers 
made second progress report last week to 
House Special Subcommittee on Investigation. 
Subcommittee chairman Oren Harris and full 
Complement of members reportedly highly 
pleased with industry moves to improve stand- 
ards, audit and supervise rating services in 
national TV. Testimony has not been released 
on this or previous week's executive hearings. 
The subcommittee report, due out in a few 
weeks, authored by its staff major domo Charles 
Howze, is expected to treat kindly the pros- 
pects for valid TV audience measurement, It 
will probably be less sanguine about the com- 
plex problems of measuring indoor-outdoor 
radio audience. RAB will probably be given 
every encouragement by the subcommittee in 
its separate research program to chart the real 
radio reach. Subcommittee hearings last win- 



ter found the worst of the rating mishmosh m 
radio. The report is expected to be realistic if 
not happy about two status quo factors in rat- 
ing: low pay scale generally prevailing for 
field canvassers and sample viewers; general 
reluctance of neits to rock the ratings boat too 
hard,; with ratings the major salefs basis to 
gauge audience reach of hundreds oi pro- 
grams. Reporting to the subcommittee last 
week were NAB research director Melvin A. 
Goldberg; network v.p,s and blue chip re- 
search men Jay Eliasberg for CBS, Hngfe M, 
Beville for NBC, and Julius Barnathan fcr 
ABC. Collectively, they form NAB researcih 
group CONTAM (Committee On Nation-wifde 
TV Audience Measurement) . 

N.Y. Times quits west: This Friday (24) will 
be last publication day of N.Y. Times' West- 
ern Edition, due to lack of sufiieient income t© 
defray operational costs. Published in Los 
Angeles since Oct. 1, 1962, and distributed in 
13 western states, the Western Edition has 
been operating at a ^'substantial deficit'' since 
its inception, said Times chairman Arthur 
Hays Sulzberger. Its circulation is now slightly 
over 85,000, and in its first year of publication 
it carried 2,183,902 lines of advertising, 

LA UHF listed: Beginning in March, American 
Reseaxch Bureau will list UHF Spanish-lan- 
guage; KMEX-TV in its Los Angeles audience 
surveys. ARB is adding bi-lingual interviews 
and staff to handle the news assignment. 
KMEX-TY, on channel 34, went on the air 15 
months ago as the only commercial UHF sta- 
tion in the LA market- 
Big boost for Negro station: WLIB got FCC 
go ahead to increase its pOwer from 1 to 10 
kw. The boost will considerably strengthen 
the reach of the New York, Negro-programed 
station. Plans are underway, according to gen' 
eral manager Harry Novik, f&r CoiiStruction 
of the tower at Lyndhurst, N. J. 
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For the local station that moves 
fast and first in its market 



NANA RAOro-a division: af Horflj 
Artierlean Newsp^iper Alliance offers 
you the opportunity to ride the crest 
of the new wave in radio program- 
nxing, with promn. programs, nemly 
prodticed for inodefn radio (some in 
stereo ) , plus all-mm programs espe- 
oially designed for today's radio- 

KANA KADr.O-.Pli.asel 

Hali heur prprigrams ( in stereoj — 

NANA Radio half-lsours are rnad- 
ern half 'hours— 3S minutes in 
length. 

Arch Qfcofer'* P/a-i^,s — narrated, 
direeted andediird fey Mr. Qboler. 

rte F'S M:aU:- all-new sGfiplg stgrrring 
Tel Avery in the title role. 

Q aaptsr hour serial dramgi five per 

'^eeki 

Peeper i'to II Qgi Family newly-Bdited, 
newly-recorded, newly-B^fet. 



Big Sister starring Paul MeGrath; 
newly-edited, recorigled ^nd east. 

Five minute sfrijSs five per week. 

Dear Porofhy Dfx — based on the 
NANA syndicated newspaper 
feature. 

HpllytpQpd Talking — Army Archerd 
with the biggest names in show 
business answering letters from 
listeners. 
Prograrn seriesi may be purchased 
individmlly or in a block. Special 
discount given for a block purchase 
of Phase I — discounts earned for 20 
and S2 weeks. Stations have exclu- 
sive right to programs in their SRD 
market area. More eoming. 

IV AN A lADIO-Pbase II 
All-n;ew 25 minute prograrhs in 
stereo, all'-new quarter-hQur serials^ 
all-new "five-minute features. Now in 
production — ready for airing March 
1 and; still more coming. 



Blockpuriehasers of Phase I will have 
first refusal on all new programs. 

Available immediately to yon, the 
local station only. When you buy 
from NANA RADIO you control 
your own show, your own rates, your 
own profit. 

When you buy from NANA RADIO, 
you hny the 60-year-old reputation, 
the resources and solidity of North 
American Newspaper Alliance— Bell 
McClure— one of the world's oldeat 
and largest syndicators in the mass 
communications "field. 

CaIjL • W'ktte • ^\'ire • TW'jX collect 



NANA BADm 

RatiKj tor ^ttife Loeal Slaftion 
7S Ninth Awe. Q 




! itiira « 



area Spanish-speaking pop- 
ulation: 
800,000 plus 



$800,000,000 



automotive products: 
,540,000 annually 

• 

□ o 

food products^ 
4,700,000 annually 



YOU CAN HAVE YOUR SHARE! 

72 National Advertisers on 
Spanish-language KWKW 
reach approximately 277,880 
Latin-American homes per 
week at a CPM of $0.72. 
KWKW's 5000 watts speak the 
language convincingly to a 
loyal audience. KWKW has 20 
years' proof waiting for you! 

KWKW 

5000 WATTS 

Representatives: 
N.Y.- National Time Sales 
S.F.-Theo. B.Hall 
Chicago-National Time Sales 
Los Angeles-HO 5-6171 
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GENERAL 

Smoke rings curling into a cigarette-ad question-mark. 

Changes seen due in advertising copy as well as in tlie product itself 
in the wake of report by the gov't committee on smoking and health 

ADVERTISERS 

Agency official would bury 'ratings,' but not research 

Calls the word redundant, ambiguous and emotion-packed; also notes 
misunderstandings by laymen with regard to audience research 

AGENCIES 

Old trend of stop-motion commercials is being reborn 

Familiar film technique for xv is finding new favor in agency circles- 
Swing noted to animated graphic art and use of "natural" children 

Computer to make future timebuyer more important 

He will be able to handle a much larger decision-making workload^ 
advancement into media planning and strategy seen by Wright 

TV MEDIA 



Maker of statues, altars for churches a video sponsor 

Milwaukee company buys half hour Christmas Eve on WISN-TV 
themed to "help spiritual awakening" to meaning of the holiday 

Television fares badly in newspaper study by Belden 

Survey completed for Texas press group finds that "opportunity for 
advertising exposure" in xv is less than third that of newspapers 

RADIO MEDIA 



Network heats up bean pot for Morton House Kitchens 

Old-time company, using radio for first time last year, with Godfrey 
on CBS, hiked sales 56.9%. Now planning to add a second web 

SYNDICATION 



Is cliff-hanging radio ''soap opera" on the way back? 

NANA group is preparing modernized versions of former scripts^ 
Will sell independent stations. AFTRA and AFM cooperating 
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ACOUISITIVES*make sales curves climb in Cleveland 

Rateil sales jumped over 13% last year in Cie\^eland. Here is your big growth 
mirtetin peoplejn hoyseholds with moneytospand— the nation's 6th largest 
coiinty. It pays to allQCite T¥ budgets in Cleveland, where sales grow fast. 



ie-q'i|is*-i-tSw — ^iwrn: to bwy iin4 owji, A C QXJ'l' SIT I'V E' S 'WA.T O H 
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Big Householder 



North Carolina's ftPrfh Carojina's 
biggest market— rrtma<» 
tops in population, 
households, retail sales. 

NO. 1 MARKET IN THE NO. 12 STATE 



TELEVISION 

WINSTON-SALEM/ GREENSBORO / HIGH POINT 
Represented by Peters, Griffin, Woodward 




OF THIS RICH 
AGRICULTURAL 
AND INDUSTRIAL 
MARKET 



-TV 



FOR DOMINANT COVERAGE '"»P"»*'""_«'l''y 
OF NORTHERN ILLINOIS and -7^^^^ 
SOUTHERN WISCONSIN h-r television, inc. 



PUBLISHER'S 
REPORT 



One man's view of 
significant happenings in 
broadcast advertising 



Editor with a Challenge 

WHEN Sam Elber takes over as Editor of sponsor this week he'll face one 
of the biggest challenges any trade paper editor is likely to meet U[|! 
with in a lifetime of work. 

He comes into a business area teeming with activity, problems and ex- 
citement. He comes in at the beginning of a year which looks exceptionally 
promising from a broadcast advertising standpoint. How he evaluates, 
analyzes and reports the year — day by day — will determine our publics 
tion's measure of success. 

The challenge is double for sponsor's editor. If ours were just a book 
which reports the news, his role would be easier. But sponsor is also an 
interpreter of the broadcast scene, a magazine tliat brings the major devel- 
opments of the week and what's behind them home to busy agency anj 
advertiser readers. 

I'm personally pleased that Sam has accepted the challenge. For thi 
past four years I've watched him work as editor of Canadian sponsor. A 
more agreeable, intelligent, dedicated associate is hard to find. Our assor 
ciation was simple. He did all the work; I supplied the backing. So wheil 
the time came to find a new editor for sponsor under Ojibway ouTiership, 
Sam was a prime candidate. 

But Ojibway does these things carefully. They sent their corporate edi- 
torial director to New York to scout out likely candidates. In a month 
screening and interviewing he checked out over 50, including a handful 
he considered outstanding: when it was all over, and the factors had been 
fully weighed, Sam was the winner. 

I think Sam's a born editor. He's also a few other things. Mark Olds, 
general manager of Group W's WINS in New York, tells me that if San 
had continued on the stage (he comes from a theatrical family) he would 
have been one of the great character actors of America. He's an art di* 
rector of professional stature and maintains a complete art studio in his 
home. He loves photography and sometimes exhibits. One day in 1962 
just as an extra-curricular favor, he flew to Lansing and personally created, 
planned, photographed and wrote a full year's trade paper ad campaign 
for Hal Gross of WJIM-TV. He became "Mr. Trade Paper" of Canadian 
broadcasting, overcoming the characteristic standoffishness from anyone 
from south of the border. 

Nobody speaks the buyer's or broadcaster's language better. He served 
as program and promotion director of stations in Philadelphia, Clevelanil 
and Miami. He puts verve into everything he does, even if his Toronto^ 
grown mustachios give him somewhat the look of an English colonel lately 
returned from the Far East. 

I look forward to Sam's expression of sponsor. I can promise that it will 
l)e livel>', i)enetrating and provocative. His staff will work hard. He takeS 
over when under Bob Grebe our readership ratings have reached an all 
time high. 

It will be (juite a challenge and lots of fun. 
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HQ ^UEiTlS'N AsBOUiT IT! And there mtm't be ariy questbn either^ of what your prtsduct— or your 
brfin.d-?reMlf tosJfs like when your ctistomers see it on TV, if you give your commercials the PLUS 
OF CiOLSR. t^(*f Is for real. People se^ mior . , . think celor, . . buy color ] 

'Em.h if yjSur pte^efit TV coinmerciai must run as black;-ancj..white,. film it in color. Then you can go 
any eJiFililiDn if need be. Everi in black-and-white, your commercials will have more visual impact. 
SteC^l and subiletie^s i^JI mm out as never beforel And, from the same EASTiVlAN Color Negative, 
pju mB mate ^^^kflt panchromaile prints. What's more, you'll be gaining experience with color 

, byTl-ding a kmtte§ 'Gfm^m »terial today for use tomorrow. 

P»ttepjmto*jStfrim, service, and technical queries, write or pKone: Motion Picture Products 
i^llis Dt:partment, EASTMAN MQ&Ai BQIVIPANY, Roehester, H.f., 14650, or the regional sales 
riteton^ 2013 Park Avenue, Mew York,, R.T.| 13D East Raadolph Driv«, Chicago, III.; §706 Santa 
iVi:@n:jca feiMkcardt EoUywftad, CaJif» 

¥0H COLOR . , , 




mum jAsuARr 211, imi 
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OF OUTSTANDING 



JL m tagttt .fMyf (Mm*^^ ft? 

pmnj rgpprfed radio audiencjeB in the 
MiBLBBiapolm^Et* Paul market- 
^Mrty-fiTe ieparate bi^montMy m* 
T^mt&—tmwAn^ :141,120 quarter- 
.h,e.aj*§ of lyr-^.ad.eastiiig — wew m- 
tegMd.* B^'i^y depart showed WCCO 
H^W' WIS thte owrwhelmmg aud:i?- 
mms. l^miBE m ih& market* 

'WCOO Badfe'g ihar© awdlenee^, 
•ip.eitfaiaferi hy Meli«/Tati;ged from 
I tA ii*!^ ifl the fi&al ei§ht 

^flr 'twtee m imtnf listeners as all 

data also^ §hMK3 



Radio ranked as 0*1© of the very 
highest-rated stations of the nation 
in both share of audience and size 
of atidienee. 

Nielsen no longer measm^es local 
radio markets. But the audience Is 
still there— listening and ready to bte 
'^ounted^ 

WGGO Radio not only awaits the 
development of a new^ authoritative 
servitee that will measure the total 
radio audience— but stands ready to 
support and cooperate in any Way 
possible with such a project. It is 
sure to be another powerful affirma-* 
ti»n of WCCO Radio's great audi- 
ejioe leadership and acceptance. 



V 




Hurfieflc? dalia. sioueiee; Estfmates based on Nielsen "Stafions InAexes/Statiort 



WCCO RADIO 



MINNEAPOLIS • ST. PAUL 



CBS 





YOU MAY NEVtR HEAR THE COMMONE ST UWGUAGE 



6-COUNTY PULSE REPORT 

KALAMAZOO RETAIL TRADING AREA— SEPTEMBER, 1962 
SHARE OF AUDIENCE— MONDAY-FRIDAY 





WKZO 


Station "B" 


Station "C" 


6 A.M. - 12 NOON 


30 


19 


5 


12 NOON - 6 P.M. 


27 


18 


6 


6 P.M. - MIDNIGHT 


40 


17 


X 



Rating projections are estimates only, subject to any dejects 
and limitations oj source material and methods, and may 
or may not he accurate measurements oj true audiences. 



^ An estimated 460 million people 
speak Mandarin {Northern Chitiese). 




mtf GRAND 
WJFM GRAND 
WWTV-FM CAI 



RAPIDS-KAUMAZOO 



WKZO-TV GRAND RAPIDS-KALAMAZOO 
WWTV/ CADILLAC-TRAVERSE CITY 
/WWUP-TV SAULT STE. MARIE 



K6IN-TV GRAND ISLAND, NEB. 



BUT... WKZO Radio Talks to the 
Most People in Kalamazoo 
and Greater Western Michigan! 

WKZO Radio is far and away heard the most in the 
significant market it serves. 

The 6-county Pulse of Sept. '62 tells it in plain 
English: WKZO Radio outscored all others in 358 
of 360 quarter-hours surveyed, and won all hours 
surveyed both in total listening and adult listening. 
(It's Greek to us what happened on the two 
quarter-hours we lost.) 

We broadcast the well-heard word all over Greater 
Western Michigan. NCS '61 shows WKZO Radio's 
circulation ahead of every radio rival in the area — 
a whopping 40.4% greater than all other Kalamazoo 
stations combined. 

It's a market worth more than mere lip service. 
Sales Management has predicted that Kalamazoo 
alone will outgrow all other U. S. cities in personal 
income and retail sales between 1960 and 1965. 

Let your Avery-Knodel man whisper sweet somethings 
in vour ear about WKZO Radio! 



WKZO 

CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 

Avery-Knodfe/,, Inc., Exc/usive Nofiono/ Represenlalivei 
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SPONSOR-SCOPE 



lEfterpretitlCian and cooimentary 
on si^iScsM tv/radJfi 
and n|$r|ce,tiDg news, nf th^ Week 



gimrtifrMal pmduiert e«pic! a torry of ordem to tobagp TV awmercMs. 

mame- pcpejoted fet)m tlmae tobaocd advertisers which plan to ehange their eopy 
dattft— hut not iheir bmnds or their hasic advettising appropriations: — ^in the 
g| the iu^ejow Geoprars report (see story, p. 2$) is a face-liftin]g Q,f existin:g 
j®"ijii0jtr(jlal's.: 

whish fistw;f syuehrorrised stiuni (actors and/or announcers s^en 
fpitMng th^ ptitfsf§ of a- ci^r§tt6 brand) are mast lively to be junked if there are 
msy stemg^ii Jhosiv to the #thsr hand^ which feature modek in everyday situ- 
M9m mims iyKihratii^id dlalt^gae, and In wJiich the seHInf is dane via voiee- 
mw- mm MMy to &s salmgid* 
ianif le sttnAttaa^i KHnt aeratfihied prsduBiion at MPO of a synAronized-saund 
ictiam^ial In Wew Yisrk last wB&k— but, ai th^e same tiwe, let its production order 
stafti. fw n. naa^sysshrianiiZjed footage sessijon wMish was suheduled for shooting in 



A HH-toidpl, ill-tflitiS mffafEft aaly ii in IHi «rKs fmra RIO Sineril and Ail. 

ft started atit il5 a stri'y of radw resfiarch mfethjidBkp in the Betrait area. But it 
hiai ifece blossaniid inta a wnJftffla^ia study d^elaped in aanjaination with Ad* 
«rii%i. sts.ai'dh Feuftdatfoft, and is dne w incitttde magazines^ newspapers and 
tBlBviftiu.^.t.5 well as 'tha .(fflginal radio- stady,- 

ARB raeaiiwhile is bidding t© become the definitive network and local rating 
service in die radio^Tf area when Nielsen bows out of thie local picture. Sindlinger' 
is, in the network rilnaing,- bQin, brut AHB may turn the Detroit study to aecountv 
Added to ABBf'g established netWork>ageft(^ relationships, the study may well add 
to itdtoice ©dds; id£ ARB. 

M§tim m Bob Eiitmin ii ruiuiini u| m mlMi mmi of hfQlding on to ttit cfientt 

fti t!S-ld S*H»W« last weefe: 

station five 'in all that fined us in the past three years, wifli the 
att^to of WKiW and CKLW which woit intiQ the sef f-rep field, has returned/^ 

Stations departing the Eastnian shop usually ha-ve returned within a six-moHth; 
peiiod^ the veteran rep reports. 

Moaral of the stoTy: It's relatively normal for a radio outlet to feel th;at a 
national sales rep should be doing more for it; however, it*s bard to find a rep 
bou^e that will be an improvident over most tfi the well-estaWished, veteran rep 
firmj — ' avd this ineliidm ttr© aMlons which have decided tR handle their own sales 



IK Mi Mt #fng out %uri% lot adnitts "impreiiivfi" pins for its radio f&ftU 

The se*en network-owned radio outlets, as a group, registered "a three-year high 
for both sales and profits, and three of the stations have scored all-time sales records." 

J!bat wa^ the wmi- last week frroa, Fred Haegg^ station administration v.p. for 
the ^&sMo Bifisians. Ibe falgt/prpftt iioreSi, said Ruegg^ were "a concrete indl- 
catipi 'p£ pcea+e^ aeagptanee by hssh advertisers and listeners of ibe 'fOTeg^i4nd' 
style of inforMiatioual pro^anjf%g..*' 

If 




NBC-TV made a strong surge in the national Nielsens covering the pre-Christmas {leriod. 

In the season-to-date reports (which cover the period from the start of the 1963-64 
season through the two weeks ending Dec. 22), NBC-TV placed only one show 
— Bonanza — in the top rating brackets. NBC's second highest show was Dr. Kildare 
in 14th place among all shows. With the exception of Bonanm, all of the first IS 
shows were CBS-TV vehicles. f 

In the above-mentioned December report, however, NBC landed three others m 
the top 10 — Walt Disney, Mr. Magoo's Christmas Carol, and The Story of Christmas 
— in 7th, 8th and 9th places respectively. 

Highest-rated ABC-TV show in the season-to-date scores was Donna Rmd, ia 
15th place. Its top ABC program on the latest Nielsen: also Donna R&ed, in 13tk 
place. 



With national elections on the way, networks are agitating for "full rights" in the newjs area. 

This has long been a sore point with the newsmen and nfews executives of the three 
TV networks, who often feel — ^with considerable justification — that the rules of 
news coverage of special news events, trials, hearings, conferences and meetings 
are rigged to favor print journalists. 

First big blast in the current campaign was fired last week by AB-PT president 
Leonard H. GoldensoH, who told a Philadelphia audience that ^'freedojn of cam' 
munications gives electronic newsmen the same rights as other reporters^" and that 
radio and tv journalists could now cover news events "without any electronic equip- 
ment visible." 

Footnote: ABC-TV and Sylvania will demonstrate a new "all-transistorized 
portable lightweight TV camera capable of transmitting its own signal" in New 
York today. 

Sponsorship follows TV rating success; 24 of the top 25 network TV show^ are sold out 

The one show which is in the upper-25 rankings in the Nielsen reports fox December, 
in 25th place, is the NBC-packaged International Showtime. The series, a sOrt of 
Cooks Tour of circuses and music halls outside the U.S., has upped its share from 
a 34 level to a 39, an increase of about 15 %. 

NBC is currently beating the TV sales drum for Interna:tional Showtime,, to Sell 
nine minute-length positions still available. One of the network's strongest seHing 
points: a 12-week schedule of minutes, starting June 19, can Be had in the show*s 
repeat-telecast schedule at a gross of $22,000 each. 

A Texas station has found a way to let teenagers talk seriously to teinager on radio. 

The station is KFJZ Fort Worth, and the anti-juvenile-delinquency series is titled 
Youth Speaks To You, It'^s aired in evening time, Monday-Friday, 9:05-9 §30 p>ro< 
Format: high school students selected by school officials and student leadeTS panel- 
discuss topics ranging from teenage crime to domestic relations. 

The series has meaning for advertisers, even though the series itself is purely 
public service. Impressed by what he had heard, a top executive of a large Sales 
development company headquartei'iiig in Fort Worth ivrote to the station to tay? 
"It is apparent that KFJZ will not resign itself solely to the role of an entertainment 
medium." 





m 



The 
Next 
Half' 
Hour 
Will Be 
Brought 
To You 




#Eft-zfe Mapttstfm mmiesy Sov& PubPm 




,t"»nLHg Star Atoaiiastir^ Ciim'f f ' 
MllfatdisilteVVia and^WISflAt-^FM, Washrn^ioa, D.J.; 



ig0j# alt' ©flei^ -cbwmsffBfS me-t I©- ow iMfferf 



Bctb Whiteley, WjyiAL'TV Nation@I Sales Represeniative,* went 
QUt to round up four businessmen to sponsor the teleeast of the 
bwstetMU championship play-off between a local five and a 
neighboring rfval. He found eight of the town's more solvent 
indu»s<n^ lists attending a Board of Trade luncheon and broached 
th;e sybject. All eight of them were eager to sponsor, but they laid 
down mcft peculiar conditions that Whiteley was somewhat at a 
|S#S to pick the needed four. < 
the manufacturer of Peerless. Pickleis and the owner of The 
Three Seasons Restaurant (dosed July and Aug^ust) said they 
lliouid co-«;pt3nsor with anybody. However, Harry's Hardware 
won't sponsor unless United Trust Bank does and United Trust 
won't sponsor with The Three Seasons. Comfy Drive-Inn won't 
aponsiOr Uniless Bob's Bowling Alley does. Sam's Supermarket 
mQjft sponsor with Comfy Drive-Inn unless Superba Stores does, 
and won't sponsor with United Trust unless Comfy Drive-Inn 
sponaorg too, Superba Stores won't sponsor with botti Harry's 
Hardwffre and United Trust, and with either Peerless Pickles or 
ThiS Threis: Seasons. Bob's Bowling Alley won't sponsor unless 
Harrys Hardware or Sam's Supermarket does, won't sponsor 
with United Trust unless Superba Stores does too and won't co-' 
SpwSjOr wfttl bottr Peerless Pickles and The Three Seasons. 

^:n you ttn:d us four equally willing sponsors before the base- 
tal season beglh^ 

Afo cmffiQts suMi §tmQSphwE wi WMAL-TV. Choke maih 
Mitim f&i'aB'm-miMem^'inpfrim timB-^''NakBd City, " Sunday, 
IlQ^,Ar "Cfe* Fo^fii TfimtF^-*Saiurday, 10:30 p.m,, and others 
af Ills Hk--wm npen mw. Come one, Qome all Cheek HaRington, 
^Mb» it Pamem,^ km.^ for deMls. 
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Letters to the editor 



SELF-REGULATION AT K&E 

First of all, I want to thank you for 
devoting so much space in your 
issue of Dec. 23 to K&E's efforts 
to establish useful standards for 
time buying in the interest of its 
clients and thus incidentally to as- 
sist the broadcast industry in self- 
regulation. As I have stated to you 
previously, we believe that self- 
regulation in broadcasting is in the 
ultimate best interests of our clients. 

So that the K&E stand is clearly 
understood in this highly important 
matter, I would like to correct two 
statements which could be mislead- 
ing. These are: 

". . . K&E announced that it was 
buying time on only those stations 
who were Code subscribers." 
and 

"In October a proposal to bo>'cotl 
stations not adhering to the NAB 
Code was passed by the executive 
committee." 

1. The K&E policy on spot pur- 
chases is the very antithesis of bo\'- 
cott. "We arc making a presentation 
to each client and each client, of 
course, will make its individual de- 
cision. Obviously the K&E commit- 
tee did not "pass" the policy pro- 
posal. It could not. All it did was to 
approve the presentation of our 
viewpoint to clients for their judg- 
ment and evaluation. We are cur- 
rently doing this. 

2. The policy is not based on the 
NAB Code alone. It favors stations 
which subscribe to the NAB Code, 
to an equivalent code, or to stations 
which enforce equivalent rules 
without subscribing to any formal 
code. The NAB is used because it 
exists and because it gives us some 
basis for evaluation. 

3. This is not a "boycott" of sta- 
tions not subscribing to codes or 
rules. As stated in the past, the 
K&E policy is to consider adher- 
ence to recognized commercial 
standards by stations an irnportant 
element in the effectiveness of com- 
mercials aired by that station. 

4. Having made our policy 
known, we are using neither pres- 



sure nor persuasion to induce others 
to follow it. 

K&E will act alone, but only with 
approval of our clients and with 
their interests in mind. 

Stephens Dietz 
executive v.p; 
Kenyon & Eckharclt 
New York 

SPONSOR STICKS WITH WINNER 
11,442 shows ago, the Columbia 
Fuel Gas Company first sponsored 
Jim Uebelhart and the 8 o'clock; 
News on WSPD. The 25ih yearly 
renewal eame in last week. 

On the local scene, just as Witli 
the networks, astute sponsors of yes- 
teryear stick with a winner. And 
we're tickled to have them! I 

R. Ertis 
sales manager 
WSPD Radio, Toledo 

RADIO IS COLD WAR WEAPON 

Thank you for the exceedingly fine 
piece on the Free Cuba broadcasts 
vin commercial airways, which ap- 
peared in SPONSOR on December 30, 
I have been particularly inter- 
ested that more people become 
aware of the fact that radio is the 
most powerful weapon that 
have a\'ailable in the cold war 
today. 

Your opening paragraph was ex- 
ecllent and put the entire article 
into proper focus. 

Free Cuba Radio is exceedingly 
grateful to the commercial stations 
from which it buys time, because 
we realize that this is a departure 
from their normal programing. Of 
comsc, this kind of publicity for the 
Cuban Freedom Committee is of 
tremendous value since the conirnit- 
tee depends on the public for its 
financial and moral support. 

1 send thanks to you and your 
staff on behalf of the board of direc- 
tors of Free Cuba Radio and the [ 
Cuban Freedom Committee. 

Mrs. Mariada C. Aremberg 
executive secretary 
Cuban Freedom Cornmittee 
Washington, D. C. 
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can't cover 




*r/?e Indimiapt>Us Afarkef, w^e Meant 

'VfTHt-TV in: le-smbi nation with Indianapolis stations offers WQfe adclitional unduplicated TV homes 
thin even the mosl extensive use of Indianapolis alone. 

Ware than. Efinsumer SEle* «Md,rt;e;d ta Indianapolis cornea from the area served by 

WTHl-TV, Terre Haute. 

M:ere than .M% of th# T¥ homps in the CixmWned Indianapolis-Terfe HajJte televjsioji area are 
SKTf^ iSf W T H M¥. 

This untgue situation reYiaieil here definitely suggests the importanee of re-evaluating your basic 
Fftdlltia TV* eff&rt . . The supporting facts and figures (yoursi for the askingj. will show how you gain, 

at m in,area,sji- i.n, mmi * . . 

1. StrmMy §^m;0e;ii'-tMitam tsacM 

M: -Sffm&wswri' mMfiMs- emef&0! #f iwe top TV msf:M{$ 

S|?, let an Edwnrti Petry msifi d0C3ume«t the foregoing 
tjfith authoritative distritiution ariid TV audience data- 




CHAi\NEL lO 
TERRE HAUTE. 
INDIANA 

*dB !#&«? nfWTHl AM; 4 
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CALENDAR 



The when and where 
of coming events 
January 20, 1964 



JANUARY 

Georgia Assn. of Broadcasters, 19th 
annual Georgia Radio-TV Insti- 
tute "day-long debate" with FCC, 
University of Georgia (21-22) 

National Religious Broadcasters, 
convention, Mayflower Hotel, 
Washington, D. C. (21-23) 

Sales & Marketing Executives of 
Greater Boston, Silver Jubilee 
conference. Hotel Statler, Boston 
(24-25) 

National Advertising Agency Net- 
work, eastern/midwest regional 
meeting, Milwaukee, Wisconsin 
(24-25) 

Advertising Assn. of the West, mid- 
winter convention, Bakersfield, 
Cal. (24-26) 



American Women in Radio and 
Television, board meeting, Hil- 
ton Hotel, New York (24-26) 

South Carolina Broadcasters Assn., 
17th annual convention. Jack Tar 
Poinsett Hotel, Greenville, S. C. 
(31-1 Feb.) 

FEBRUARY 

Electronic Sales -Marketing Assn., 
2nd annual electronic marketing 
conference, Barbizon Plaza Hotel. 
New York (3-5) 

Milwaukee Advertising and Graphic 
Art Groups, Special workshop 
sponsored by the Sales Promotion 
Executives Assn. (4); Exhibit and 
Awards Night (15)^ Silver Award 
Banquet sponsored by the Mil- 




NASA's Manned Spacecraft Center . . . site of the largest space-simulator in the nation 
. . . home base and training center for the astronauts. From this $200-million-dollar 
center, astronauts and engineers will plan and control a round-trip flight to the moon. 

K-NUZ . The Award-Winning News Station in Space 
City, U.S.A. . . Builds an Image of Believability for Adver- 
tisers' Products and Service . . . That's Why More Houston- 
ians Are Sold on . . . 



waukee Advertising Club and the 
Advertising Women of Milwau- 
kee (27), Coach House Motor In% 
Milwaukee 

Advertising Federation of Arnerica, 
mid-winter conferenee, Statler- 
Hilton Hotel, Washington, D. C. 
(4-5) 

Television Bureau of Advertising^ 
breakfast meeting with presenta- 
tion on the importanpe of trade 
associations' promotion of their 
own industries through advertis- 
ing, Sheraton-Park Hotel, Wash- 
ington, D. C. (5) 

International Radio and Television 
Society, newsmaker luncheon 
with NAB president LeRoy Col- 
lins, Waldorf-Astoria, N. Y. (5) 

Michigan Assn. of Broadcasters, an-^ 
nual legislative dinner and mid- 
winter convention. Jack Tar 
Hotel, Lansing, Michigan (S-6) 

Mutual Advertising Agency Net- 
work, annual meeting, Royal 
Palms Inn, Phoenix (20-22) 

Houston Advertising Clubj 4th an- 
nual ad forum '64, Shamrock Hil- 
ton Hotel, Houston (21) 

Directors Guild of America, annual 
awards dinner, Beverly Hilton 
Hotel, Hollywood; Waldorf-As- 
toria Hotel, New York (22) 

International Broadcasting Avvards 
for 1963, banquet presentation 
for best commercials on radio 
and television, Hollywood Pal- 
ladium, Hollywood (25) 

Southwest Council of the American 
Assn. of Advertising Agencies, 
annual meeting, Menger Hotel, 
San Antonio (27-28) 

MARCH 

1964 Variety Merchandise Fair, at 
the New York Trade Show Build- 
ing, New York (8-12) 

Electronic Industries Assn., tliree- 
day Spring conference, Statler 
Hilton Hotel, Wash., D. C. (9-11) 




i THE KATZ AGENCY. INC — 



IN COMBINATION 
;AY-C. BEAUMONT 

n RFPRF.<sFNTATIVF i 
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jnerchandisMg 
hetpbitid 
igh ratings? 




Hm&Rwr taddes hair-spniy giants 










WHOSE 



REPRINTS 



AT THE RATE OF 150,000 PER YEAR? 




the hnippf media m befween 
buyer and seUee, 



it 



COMMERCIAL 
CRITIQUE 



Trends, teehniques, new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



What's new in the new 



THERE SHOULD BE inucli that's pro- 
ductively new in 1964. In the 
mad, mad year just put to bed, 
gUmpses of freshness sprouted up 
hither and yon on tv screens. Alert 
ones could hear old fences being 
ripped down, could see new areas 
of inventiveness being explored. We 
now make a few predictions. 

1. We predict that U.S. commer- 
cial conceivers will, to greater de- 
gree, latch onto the strong imagin- 
ative treatment so richly evident in 
many foreign-born t\' and cinema 
commercials. In same breath, we 
predict that sensitive writers who 
witness ingenuity such as displayed 
by Obratsof's Russian Puppets will 
be reminded that there's an unend- 
ing source of stimulation outside the 
TV commercial world. ( Keep break- 
ing through these fences, friends. ) 

2. We predict that commercial 
creators in other countries, so adept 
at nonconformity, will begin to use 
some of the memorable sell-savvy 
which U.S. advertisers have, but 
which is not yet very evident in the 
air-borne advertising created 
abroad. 

3. We predict that more people 
with their fingers in the tv com- 
mercial pie will have a go at humor. 
And we predict that not enough 



of these humor-hunters will distin- 
guish the difference between the 
preposterously pertinent and the 
lame and impotent; not enough will 
make the life-saving link twixt lev- 
ity and product. If there be such 
a thing as a gratitude purchase, the 
purchaser must know which ]irod- 
uct he's being grateful for, yes? 

4. We predict that more writers 
who've been wed to their typewrit- 
ers will file for separate mainten- 
ance and spend time in production 
houses where every day is 4th of 
July and creativity sparks like fire- 
works. Nigh onto impossible to ab- 
sorb such mind-nudging excitement 
long distance. Idea hatchers must 
leave the nest, rub minds with 
imaginative ones busting their but- 
tons in red-hot studios 'round and 
about. 

5. We predict that when restless 
writers come face to face with the 
magic evolving in production, 
there'll be a toning down of divert- 
ing techniques and a toning up of 
sales message. Lavish production 
might make up for a weak movie 
script. Lavish production cannot 
compensate for a wobbly, barely 
discernible sales idea. If anything 
is upstaged, it had better not be the 
hero. (In case you came in late, the 
product is the hero.) 




Ford commercial supplies a generous dollop of excitement and perhaps some anxiety 

20 



6, We predict that when agency 
lads and lasses start some unhamp- 
ered cross-fertilization with cj-c:a« 
iN'e producers, yoir'll witness thr 
Marriage of the Year — ^^not to fj© 
confused with any margarinig 
claims. Tv commercials might not 
live happily ever after but they 
will be a source of greater prtde 
and greater profit. 

7. (Didn't want to quit beforf 
we'd rolled a seven) We predict 
the TOost lastingly effective com,- 
mercials of 1964 vv'ill be highly dra- 
matic and devastatingly direct. Fof 
comparatives, we suggest a look $.i 
Ford's '*total performance" com- 
mercial. Alagnificent production. 
Excitement from start to finish. But 
so frantic the female viewer has the 
feeling that the darling at tlifi wheel 
(who might be her daughter) is go- 
ing to wind up in a hospital bed 
with Ben Casey scowling down at 
her. 

Contrast this with Volkswagen's 
deep - in - snow coixiniercial which: 
asks simply, "Ever wandered how 
the man who drives the snow plow 
drives TO the snow plow?'' II© 
drives a Volkswagen, of course. Not 
so highly charged as the Ford pro- 
duction but pertinently dramatie. 
Aim is sure and swift; words, few. 

To sum up, it seems to us thaf 
production houses have made great- 
er strides in creativity than have the 
people responsible for the sales 
idea. Result: more exciting com- 
mercials which could be ( but often 
are not) sharper sales vehicles. 

Dear Sir Lipton: those tea hags 
of yours are making predictions 
somewhat difficult. ■ 




BEA ADAMS joined Gardner as 
copywriter 1935, upped to v.p. 1944, 
made a board member and creative 
director 1916, later svi-ied as TV 
crcntire director. 
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Sorry, Honey — but we believe radio should 
offer something for somebody besides kids. 
Evidently lots of people agree. Because we've 
snared the listeningest (and respondingest) 
audience in Cleveland and 
northeastern Ohio.Take our 
Betty Ott's "Ladies' Day" 



listeners. When we suggested they enter a 
contest to name three Cleveland Zoo tiger 
cubs, 1,500 cards and letters poured in be- 
fore you could say Liz, Kim and Zsa-Zsa. 

We hate to be catty, but 
you can't get action like this 
from just m\;y radio station. 



GOOD SOUND RADIO 




PEOPLES BROADCASTING CORPORATION • CLEVELAND, OHIO • REPRESENTED BY BLAIR RADIO 



TZ 



SPONSOR/ JANUARY 20, 1964 



SPDiiSOR Xanuafy 2tl, 1904 



moke rings curling 
into ad question-mark 



Cfta.aga.s iiMBs f:n: M&pS'Sf proidu-e^tB 'm wake of re port 
SiMf^Wlin ifeaeral's jc;'orfi:rnittee^ on srrroJfi.nig and health, 
carHs taken up in agenoy -client huddies. 



Sq»|tJKCsg-3*i£K^E for dLgarjgtte 
^ad'i^f Jrtistag t's litndHr way In 
sffiote-fillBd ramus. Dmrto g the nine 
days, &lJow!ttg: a f t&ft&l, _ caiiij:efl-- 
lee^a mmlmM& fltit ita^Wug. ■•can 
mam mmMf-^Mv^ing in%mM 

flf 8tn fS billipn: ;5^ailj 'btisfness — 
i©i^tt^|e JBimJreis- sand 'i^anofcs -were 
Isoeked in eonfeiences. 

il:esplis; of - -ibek AeShst^fiMiis m& 
weeks away and subject fco obJtflge 
at any fiViP ip r^'-nons^ t# Sfifte 
propose .1. « mment Sid W0- 

dia, the r reacting; te ofifeial 
pressure. Some things were cleajc, 
however, through the cloud ©ovier 
following the January 1 1 celxflrt by 

jn general's conimtttee on 

.nd health: 
• Advertising is likely Ig b^ un- 
abated and may well be ititfiisified 
a» t«ansEq;umc-e .of tto ,gj3vej-inB©nt 
aiaitett.: Cttpy :tntd strategy are due 

tm --tSt^d&titea, ajlibaa^i ttmR .of 
cSmngss Will ssha-w- up- tomsdi- 

at#ly,, 

m fircoduiit obpiiges, "ho'W&'i^'e'i' 
aSflit, mm faeyftabie\ Filters *will 
§it- stiU. v^mm play than 'bBfore, even 
fc-Ogh. Wke 'W&sWapan cfeorairaittee 
m -staeliftg mi. bmlth unable 
to mf tliat ffltrajien m& flm 
h-ealdi hazard, ,fjft.st fM9.£s, MleS 
S^rm ik&m filters afrmdy -out- 
SfilJMg f-egttlacs and 'kings' assQimd 
Ifete ♦& ma 

m Stef&'SKg mtlOgrts-maLke sure 
admrttsfag a^eapfengf plfefes &m 
ttt kegpng virith isilctal -AMM^^^'f 

H#caldlng eopy dmngflg lm 'tw 
Stei in ihs Mveeks ta'@®fflie;tlafiagea3- 
cy for one big filffii- h. Tsttown to 
1 - ■elled jslliflial m, 4 film 

commercial t\«l skm tlie 

Washington comtBitteer^P^,, Gfl^ 
and action were to hmce been <^m^ 
chrc ' the SMf! time;^ siiadt- 

ing on other, MsfiretejaaMejd m«- 



tfirial went on for tlie same brand, 
eonfirining the copy dilemma in 
which eiffteette promoters find 
tbigjti;selse& 

Anpthifir eigaffitte agency is SMX- 
iag up: fo* tiwe shifts in iKoadcast 
schjedules, pressumably to; later 
liours, at the same time setting pol- 
icy on substitutifln arrangements 
whefe price difFerenees between 
n^.^ and ild tii® i&lots oeourj 



F^J-ATTER PLACEBO 

RCA Camden Recotds toas ready right 
er/irer the Washington report with on 
al^yiim af ^'Mti&ic to Help You Stop 
Smoking''— string melodies to '^assitfige 
the hrynges, pharynges, and esophagi of 
COMghing citimnry." Al the same time, 
firivate groups, government and school 
organisations were organizing kick-the- 
habit dinics- 




Kgf mSie^' ad itimlMaf^.fr can bse sized Itp /m;w. proportioi^^ mf anti-mioMng crusade 
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Sorry, Honey — but we believe radio should 
offer something for somebody besides kids. 
Evidently lots of people agree. Because we've 
snared the listeningest (and respondingest) 
audience in Cleveland and 
northeastern Ohio.Take our 
Betty Ott's "Ladies' Day" 



listeners. When we suggested they enter a 
contest to name three Cleveland Zoo tiger 
cubs, 1,500 cards and letters poured in be# 
fore you could say Liz, Kim and Zsa-Zsa. 

We hate to be catty, but 
you can't get action like this 
from just any radio station. 
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Smoke rings curling 
into ad question- marie 



<ejhiS.Mgfes 'iSua iji, :e#=j^y ar»-^-d pro-iiMCts i:n wake of -report 
^ syfge^OR @en-eral*S' i;©-nttfiniitfee. on; smoking a'n'd' tealth,.. 
Iffitpen^i'hi Myr'tea *&Jte.efi- up- \h a-gency-olfent Hy-drfles. 



D-tgaxeftg 



s-d«8itMa^ fs nmAer way fn 
snffike-fifled moifts* Duitn^ the nine 
4af S' 'MkmMg' s fMeifid. fisnimlt- 
te^i" fdjioltssto tfcat sif'flfeing mn 
mum. mwrnp^l^^ivkM ftttuie. 

ill '^ifiia.ii fMsdf "b'usinessi — 
.#pixist£fr«iakers®nd agpnefes "were; 
Iticfcsi fn BonferBttnBS. 

Hesults of their deliberatSorts are 
^erfcs a nd subject to change 

rtt Iny t iiie in response to curbs 
pfOjosqd by government and me- 
dia, the latter reacting to official 
pEi^uiie. Same things clear, 
feiwrnec, fhrou^. ths doud eo^er 
Mtfii^jig till Jarinaff 11. fepHfit "bf 

m Ad««rtlifeLg Is Mkelf to \m 'un- 
abated aod may well be itifewsified 
as a consequence of tlie government 
action. Copy and strategy are due 
for modification, although none of 
' • -c ''ill show up immedi- 
ately. 

• Paadffict charigeSig JiONW^er 
sligftl, are Imemfablie. Filters will 
|a( Iftll. fllEttfe pl«y tlmn befiOTe, e^en 

teiigli §m WmMngtm mmmitteu 

to wy diat 'Skmtim futs dwa the 
tealth hazard. Last y^r% ^las 
fi^ujoai shoM filters already out- 
saUilJg feflifets and "kings aiound 

p- Media ari: aetfng mates sure 
advertiBWg .aso^epto^l polMfis: atre 
in- feeeping »ith sffitfal dsmi'iitis., 

HerSildiag mpy cljanges to- be 
sewa iti thg ^Wi;&fe,-tasfeometkeagen- 
iDr mm teg fiter iS itenawn to 
.ha« cancelled sfeaftiag fM. A film 
■ciimme.Eoiul tma days aftsv thr 
Wa-stSjaglEm eiwnmitteecrepietfc' Gftpy 
and fjtttijcffl Sisefe! to 'hm-e. been sy rr- 
■■ehr^jtfiggd,. At thi sstnte -time^ shost- 
an, a:theis 'ttaiftteh-rotrlMed.. ma;- 



terial went on foi the same brand, 
confirming the copy dilemma in 
^Aichi dgarette pjomoters find 
thfirnseltes, 

Auf the* cigarette agency is geaj'-' 
ing np far time shifts in broadeast 
schedules, premmably to later 
liours, at the same time setting pol- 
icy on mibstitntion arrangements 
^here pri&e ditfctenees between 
new and old time slots ocenr, 



PtATTER PLACEBO 

RCA CamdMn Records wcis ready right 
after the Washington report with an 
album of ''Mtisic to Help You Stop 
Sniokin^' — string melodies to "asmnge 
the lurynges, pharynges, and esophagi of 
coughing citizenry." A-t the same time, 
private groups, government and school 
organizations werie 0rgamzmg Jeick-the- 
habit din^ios. 




Gigdirettes' -Ud AdSsa^tf em he Mzmd up f rom proporfiojis o-j nnti-smokiifg crusade 



Broadcast media and sales rep- 
resentati\'es reported business as 
usual last week, reflecting a quiet 
that precedes probable delayed re- 
actions in cigarette copy and strat- 
egy to the cigarette report. Buying 
went on before and after the event, 
and no change orders could be spot- 
ted yet last week. As broadcasters 
gave full play to the Washington 
story, pre-empting commercial time 
for depth reports, one radio rep, 
Robert E. Eastman, memoed a sug- 
gestion to station clients that they 
slot cigarette commercials as far 
away from the cigarette story as 
possible. The same mailing carried 
an editorial urging "perspective" on 
subject of smoking and health. 

Networks are re-examining cigar- 
ette ad standards of taste and 
claims, but any revisions probably 
will await recommendations of the 
National Assn. of Broadcasters code 
boards. The flow of commercials 
into review offices had not reached 
any unusual proportions last week. 

Policy switches on acceptable 
broadcast time for cigarette adver- 
tising are likely to be held up for 
some weeks until the contract cycles 
are up (see cigarette program 
schedule, sponsor, Sept. 30, 1963). 
As networks outlined requirements 
of taste and validity, NBC re-stated 
its policy of not broadcasting cigar- 
ette commercials in shows designed 
for children, a point of which ad- 
vertisers and media claim to be 
mindful but which troubles die 
president of the NAB. 

Code board meets Jan. 22-23 

Cigarettes will be high on the 
agenda when the NAB's Television 
Code Review Board meets on Jan. 
22-23 in Miami Beach, and Radio 
Code Board Chairman Cliff Gill of 
KEZY, Anaheim, Calif., already has 
appointed a tobacco advertising 
subcommittee. Members are Rich- 
ard M. Fairbanks of WIBC, Indian- 
apolis, Richard H. Mason of WPTF 
Raleigh, and Robert B. Jones, Jr., 
of WFBR Baltimore. C igarette copy 
guidelines will probably result from 
the activity. 

As the government smoking re- 
port received hot-news play at 
home and abroad, tobacco stocks 
held up in the market. At the same 
time, principals were turning to 
historical and foreign precedents 
for clues to the future. 



Some noted that the health theme 
is 300 years old and has been a 
subject of government concern for 
as long. In recent years, cigarette 
sales in Great Britain rallied to 
new heights in the face of official 
anti-smoking campaigns, and tv 
revenues continue in spite of severe 
copy and time restrictions ( sponsor, 
Dec. 2, 1963). 

Sales rising on Continent 

In Germany, Sweden, and Den- 
mark, sales are rising above govern- 
ment pressures. Canada, which has 
had a limited government program 
to educate against smoking, had a 
3% rise to some $860 million in to- 
bacco products last year. That gov- 
ernment acted after the U.S. report 
on health to organize wider anti- 
smoking measures and could end 
up buying tv time for anti-cigarette 
TV messages competing with those 
of Imperial and Rothmans, the cig- 
arettes in Canada's top 10 tv cus- 
tomers. 

Domestically, television expendi- 
tures by both cigarettes and cigars 
are likely to appreciate beyond 
some $160 million now going into 
time and talent each year. Some 
forecasters predict heavier tv ex- 
penditures to offset government cig- 
arette propaganda, while cigars and 
pipe tobacco, found relatively less 
harmful by official evaluators, may 
do more advertising to capitalize 
on an opportunity for smoking con- 
verts. Cigar billings on television 
already are at the doubling point, 
and manufacturers are launching 
aggressive new campaigns. 

Of the big-six cigarette advertis- 
ers, most were still wading through 
387 pages of the Washington report 
last week, and for early comment, 
most of them deferred to their of- 
ficial spokesman. George V. Allen, 
president of the Tobacco Institute, 
called for more research, public and 
private, and Dr. Clarence C. Little, 
scientific director of the Tobacco 
Industry Research Committee 
wired both the surgeon general and 
the American Medical Assn. that 
TIRC was ready to confer on more 
research into smoking and health. 

American Tobacco had anticipa- 
ted the situation with the? new 
Carlton label declaring "tar"-nic()- 
tine content but had little to say 
about advertising following the can- 
cer report. "What's to change," 



Luther L. Terry, \I.D. 
U.S. surgeon general 



TOBACCO'S SPOKESP 

Former <imbissador and director nf fhi 
Information Agency. Alien heads the Tut 
Institute, which headquaPtirs in ii'ii 
ton. Working with the Tabdcca tM 
Research Committee (cancer rest: 
Clarence C. Little heads this group ii^ 
York) , Allen has fended of} cigarette • 
that liaie been moiiniijig in ititfiiiitf. 
nating in the government report Jmi. 11 
Institute has been guardjed in its-tm 
confining comment so far to an nb^mi 
that not enough is yet known ahoiit sm\ 
and health and that research is x^tiM. 

The TIRC wants to hetp:. 



LeRoy CoLLrNs 
president.. Natipnal Assn. gf Broadcostm 
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teal, m:^ffia€^mps 



l7'#rrf the WM.^ )^fS^t$ 

VmdwM g WMm Mmm Mmmmim 
' mMttimfM iflt^mM «f thM Msmm 

it;ch ifiifiw 'km mmviMtm'k -psmkimm 
'imAttsm fat am-im',. (t p'tt^mt that 



asked Ralyetff K, fifiuiainis assistant 
tts tkc presMottt aiiri. alssa a PJi.D, 
s.0cial-sGfairfist wka has condiijctod 
sitat&tied sttislfes witli cantmrFt:oij- 
phiitens* Ajtt-erican Totjaeco lia^^ 
been oil tBmxd for sotne time in 
favox of mhik emphasis iu advf!r- 
trsiixg, 

Bwyin^ we«i ob last week in 
fiid;i^= sjjfit and fring^e t'v time for 
Ajueficja's Dual Filtei Tareytons 
(BBnd|, and itt prime tv for Pall 
Malls (Sullivan, StaulFer, Colwell 
& Bayles). With the addition of 
Carlton (GaTdnerj, total billirigs 
will increase, antl whEe initial plans 
for the n#w br&nd specify only spot 
radio and newspapers, all-brand tv 
billings underwent a striking in- 



<)ii the company's rnarkvfing, rc- 
scMrch, and devel(3pmeni. J, Walter 
Tl;iompsan, agency for L&.\I,'s three 
bi g; cigarettes, eon Id not be reaelTed 
for elaboration- 

P. Lorillard says the report has 
not influenecd its ad spending plans, 
and broadcast schedules were in- 
tact last week, but Lenncn & New- 
ell, agency for Kcnt> is known to 
have copy changes in process for 
that brands Grey, agency for Old 
Gold Spin Filters, says it's too early 
to talk. 

Philip Morri?s, a company well 
hedged with non-cigarette pro- 
ducts, is giving the government 
paper a "careful analysis." One 
brand, Alpine (Leo. Burnett), will 



1^ V-.j^l.-LB?^- 



HMmm mmii^E mmmw 

'n.s, a nwHssn<i-ofeer,i. .-fc«« teen oshiug in- 
V-itigi £a, m^eies^ ism '&aMd.. Mme Mflt 
erti'MiMg SitSeSa*ilMefi-, and ihe .ff-MM 

rt^-'fei-i (lAed'x^M Tv'Endm ■■JS^t'tm. 'Bmrni 



Big Six tobaccio bjllings in tv 

Jmi.-$:ept. 1B03 Gross — SttimeE: TvB/RorabavghP'LN A/BAH 



DOLLARS IN RDUNDED MILLIONS 



Amempajc TogA'CCjQ ( Tmexjtsn,, Ltwktj Strike, Pall Mall, Mantelair ) 



4J SPOT 



NETWORK 9.7 



B80m*Kf & Williamson {VicerQiJ,. Kaol, Bteeze, Raleigh, Belnir, Avalo% 
G.amnM, S& Watt& MalSigh tghacM,} 



2.9 



9.8 



LKSiEBTT (|: XtyiEBS {LirM, Chesterfield, Larkj. Duke, OasiS} Granger 



4.5 



8.5 



P. LoBiLLARD iKerit, NetopoH,, Old Gold,, S^pring, Yark) 



6.6 



9.9 



PiflLUB!! MojJRIS ,( Marl]3tm&:, Paxtvri, Saratoga; Philip Morris, ParliffTnent, 
Mpifi'e, C'Gmmwnd&r, Dimi'till)_ 



4.4; 



8.3 



R. J. fiBSiiOLti's W'am£t,, Sstem, Wi'nstsn, Bratulon', 'Camli&, Carter Hall 
tebmcoi Prince MlmU mbamoQ 



3.8 



18.5 



amw-ltst season. American s agen- 
cies afe rtitmi^ but observers think 
Ljjcky f tFifas (BBDQ) may be in 
for a copy elmnge,, with death pre^ 
dieted for tlie controversial theme, 
"separates the men from the boys." 

IlcOwii & Williamson's advertis- 
ing v<C© president, John W. Bur- 
gardj is not contemplating an;y 
dianges. Copy still centers around 
'"how good the cigarette is" and 
no mw Sfgiials havB- %een seen 
from the B&W agenCieS:) Ted Bates 
and Post - Kef es - Gardner. Viceroy 
'( Bat^s) is known to have new tv 
filtration copy ready to roU^ wheth- 
er or not its liming is felgtcd to 
tJhte lieatth .wiatier, 

O'uB tdhs&so WTfipany ' pttsident^ 
Each Toms of Liggett & Myers, 
faced the cancer report, calling it 
% step forward*' *hicb vfiH bear 



?rtiSe new coupon prennums On 
TV and in newspapers. In current 
eoj3y, observers think the !Marlboro 
man (Burnett) may be due for 
eOpy-editing to make sure be gets 
by the anti-hero school of criticism 
being heard currently. Executives 
of Blirnett have been meeting with 
the client. Benton & Bowles, agency 
for Paxton and Saratoga, has no- 
thing to say about report conse- 
quences but notes that tobacco has 
been living with publicity on the 
health: question for some years. 

R. J. ReyiTolds does not expect to 
change its advertising budget either 
for cigarettes or pipe tobacco and 
would rather not comment yet on 
the snrgeon generals report, a si- 
lence echoed by \'\^illiani Esty, 
agency for the Reynolds brands. 
Of the cigarette leaders, cigars 



m 



are sold by American, Lorillard, 
and Philip Morris. Several offer 
pipe tobacco, too. 

While broadcasters lived anx- 
iously last week with a fear that 
electronic media might be penal- 
ized above others in ad restrictions, 
cigarette advertisers were wonder- 
ing what might be left for them 
to sav in advertising. 

If rules proposed by various 
health guardians are adopted, there 
seems little for a company to sug- 
gest but to live dangerously and 
smoke the proponent's brand. 

The Federal Trade Commission 
says it has been keeping an eye on 
the situation all along. "Advertising 
for tobacco products has been and 
is being carefully monitored and 
considered. In addition, the tobac- 
co companies were requested re- 



cently to submit all of their current 
labeling and advertising." An FTC 
staff task force of attorneys, physi- 
cians and economists hrts been 
studying the material. Chairman 
Paul Rand Dixon says the FTC will 
"move promptly" to determine 
what remedial action it should take 
in the public interest. 

Anti-smoking crusaders busy 

Anti-smoking crusaders in House 
and Senate have all stated they will 
press for early action on their vari- 
ous bills to put cigarettes under 
federal jurisdiction as hazardous 
product; to enforce labeling disclos- 
ures of nicotine and tar content, 
and declare cigarettes hazardous to 
health on labels and in general to- 
bacco advertising. Capitol Hill cru- 
saders include. Sen. Maurine Neu- 



berger (D., Qre. ); Sen. Frank E. 
Moss (D., Utah); Rep. Paul A,. 
Fine (R., N,Y.) md Rep. Morris 
K. Udall (D., Ariz,), Bilk from 
House side will go to Coinmerce 
Committee under Chairman Orea 
Harris to decide when hearings 
can be held on the bills. 

Tobacco has its champions: Rej). 
Harold Cooley (D., N.C.) would, 
like the government to finance a 
$5 million research lab to examine 
tobacco content and see just llow 
much at fault the tobacco itself is, 
and how much blame goes to chem- 
icals added. 

In the storm of controversy about 
smoking and liealth, oneTV tobacco 
account has escaped tbe spotlight 
and could represent a diversifica- 
tion possibility, albeit retrogressive, 
for others: American Snufr Co. P 
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Sam Elber now SPONSOR editor; 

other editorial shifts 

SAM ELBER, whose extensive back- 
ground in editing and broadcasting 
makes him a well known figure to radio and 
TV broadcasters, advertisers, and agencies, 
has been named editor of SPONSOR. The 

announcement was 
! made by Norman R. 
Glenn, publisher. 

Elber has served 
since 1960 as editor 
and general manager 
of CANADIAN 
SPONSOR. Prior to 
joining that publica- 
tion, he had worked 
for many years with 
stations in Philadel- 
phia, Cleveland, and 
Miami. Elber is cur- 
rently first vice presi- 
dent of the Radio and 
Television Executives Club of Toronto and, 
in 1963, conducted his own evening inter- 
view show on CHCH-TV Hamilton, Ont., 
titled "The Lion's Den." He was also mod- 
erator of a scries on CFRB Toronto titled 
"Advertising Column of the Air." 

Born in Philadelphia in 1915, Elber 
worked as a writer, actor, and director for 




Sam Elber 



many stations during the pre-war years. 
After a WW II stint with the U,S. Maritime 
Service, he joined WIP Philadelphia, even- 
tually becoming its director of promotion 
and publicity. In 1951 he moved to WPEN 
as director of special events, proniotion, and 
publicity, becoming its program manager in 
1953. He later worked for WERE Cleve- 
land, and WGBS Miami, serving each as 
program and promotion director, before 
moving to Toronto as editor of CANADIAN 
SPONSOR. 

Eastern advertising men will likely re- 
member Elber as writer of a column in 
"Poor Richard's Almanac," the publication 
of the Poor Richard Club of Philadelphia, in 
the late '40s and early '50s. 

Elber replaces Robert M. Grebe as editor 
of SPONSOR. 

Glenn also announced the promotion of 
H. William Falk to managing editor, and 
Charles Sinclair to special projects editor. 

Falk, formerly senior editor of SPON- 
SOR, has also been associate editor of 
"Radio-Television Daily" and prior to that 
was news director of WSTC Stamford^ 
Conn. 

Sinclair was a member of the SPONSOR 
staff at the time of the magazine's incep- 
tion in 1946. He has also worked for WAGA 
Atlanta, and WNEW and WPIX New York, 
and has among his credits many TV and 
radio scripts and one feature fdm. • 
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tihat ChurkMe^s WSOC-TV is your sell- 
tmUer fare for youngsters -sweetened 
does a jm^ful j&b for advertisers, 
•m incHded, are served by this great 



ym aitef to MclSi. youfu 

giM in the CaroMfnas. 

" mmird-wmmr 
emh^ iMm rmMork f ^fe, i 
mT9& ffcfwTi, Ask or B-^R aboM pacJmgm,. partioipatiom; hotv to get 
tim gwkk rmiJiM umtt. QJl^f l0|it©'§ ^^SOO TV 

riEC-JfBe: Be»esem;eat^ H;-B, WSg<;#Wi(WSOC a^^ Manfa; WHIf^TM/WHlCr, D|#on; WTGO. Miami; Kf^U. San Franci«^Qaklaori 



ADVERTISERS 



WILLIAM S. MagDONALD I 
Norman, Craig 6- Kummel 



WHEN I first drafted tliis article, 
soine weeks ago, there were 
signs of a second round of battle 
over the ground of one of the most 
improbable subjects for national de- 
bate, namely audience ratings. The 
critics started making disagreeable 
noises when the new season's shows 
were ranked and many of us 
thought the whole circus was going 
to start up again. 

So far, however, there has been no 
repetition of this spring's gory spec- 
tacle of the raters being thrown to 
the lions — but the various Imperial 
Caesars have yet to give thiimbs up 
or thumbs, down signal to indicate 
whether some or all of the rating 
systems will continue to exist. To 

3 
■.I 

You get what you pay for— 
for do you?) 

; An illustration of the benefits of a four-fold sample size increase as relatetc 



CONFIDENCE 

The prohahility that in two out of three cases*' a 10 "rating" 

fell within the ranges shown. ^(One standard error, assuming perfectly random sample 

and accurate home reporting. Some statisticians use two standard errors, 

or twice the ranges shown to obtain probability 

that 19 out of 20 cases fell within the double confidence range). 



Bury Vatings' — 
but not research 

Word is redundant, ambiguous, and emotion ■ packed, 
agency executive charges, noting misunderstandings 
by laymen about audience research; calls for less of 
"murky mixture of ignorance, accusation, and threats" 



Original 
Sample 

12 



Four-fold 
Increase 



Reported lOy 
Rating 



Z 




L i_ 



Sample size 225 



Tr 



Confidence ( V///// 
Range ^ — -Umi 



900 



Gain 



;> 13% 
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\nmT die gladiatorial raietephoi, aad 

ijiglat iii,f Qm §m ij^bttt & f«fe€s- 
mBf qiifcsfif lit, ^i^^ftjj ffliuiz-h ^TOrlf 
.gaing otr. teBlmid tlie scenes. 

BnJt tlie faMt Mitraij^s tliai miacli is 
uflifSMliEfe4 AieetassiiSbatSi liate been 
oifde. tMt gli0u,M 'bB iifiw.«Betl. 
fhm& hmn hem iom^f &xy.m.pte 
of' Ej>a:^eratiQii„ .igitaranoe, spsrial 
pJieatlfag aJJtl ill@,gicll tiiiiAiw|, of- 
tm wall 'fetail >wtb eiBBtloiaftl Q¥e'r- 
tmm», ill' wriftsia a.:]^ spukfii' -wti'd, 
iti: ffalSonai pres-s, fti spee-dies,. und 
bx conversation. 

Dmj* flij&: f-ems 1 have exp-ea'tanced 
m&'Sk, 'ol fliS ffiisuoderstoidiijgs 
abtttt; :a[,a^snB&; rfij.caJJfli Ut first 
hand, asiually in the foiin of fiat 
Stutteinents of the Jiind quoted in the 
l€«;|^©e l-a^fe W% If you find these 
a«iiu,sihg, theo you probaMy himw 



why tlic*se sire inacq-iirate, illogical, 
or ignai'antj, etc. But if yoti say,^ 
why, yes, those statements arc 
r4:^il to the point, then read on. 

1 nM rifrt at all sui'c tliwt a search 
for truth is really paramount in this 
parti cuJar diohatja. Laymca seem to 
he pafticiilayly feady to express eon- 
mictions about the intricjieies of 
sampling statistics in broadcast re-' 
search^ a situation bound to produce 
confusiBii wheii &a many arc also 
key :fig,ares tO whOjtl we look for 
Jeadership, Special interests are 
strong — not only the readiness of 
competing media to observe mis- 
beha^ioy in hroadcasting, not only 
fh& gftiiaral jDCianagers andptoduaers 
whose stations or programs don't 
comie out number one, but also that 
anti-commercial broadcasting senti- 
ment whose favorite phrase is "the 



public interest". And then tiierc 
are the energetie headline hmitcrs 
wlixsc Interest is to keep the pot of 
controversy still a-boiling, at least 
until they can get a gofjtl job with 
a broadcaster, or nui for public 
affice on their "record" of fcarles.s 
public devotion. 

I hope some of the thoughts I 
o&r in this article may help us, as-^ 
an advertising and communications 
industry^ to clarify some of the more 
important questions. When we can 
ourselves separate fact from fiction, 
and spot the irrational, illogical o. 
unreal issues among the real and 
Sensible ones, we can put forward 
credible arguments and a construc- 
tive platform for action. 

My thoughts about ratings were 
greatly stimulated by some discus- 
sions with my good friend Frank 



0 ■'•Vitfn,g"^'' 
home mmple: 
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M&$ismA& Qa;fr»ft|/' vmg§tim 
hjut k the kM 
f oftg« to he, efp&ast&j^ 'in 



BIGGER SAMPLES FAIL TO 
CUT RANGE SUBSTANTIALLY 

One of the widespread misconcep- 
ticms about data from sampling is 
that inGrease in sample size will by 
itself radically improve data valid- 
ity, It is true that the chances of 
freak results are reduced tQ a pre- 
dictable degree, but to get any 
worthwhile improvements, sample 
size (and sosts) may havie to in- 
crease astronomically, with data die- 
livery slowed, etc. Researchers have 
a handy approximate formula that 
shows the "range of confidence" or 
standard error of a particular rating 
declines W proportion to the square 
root of the increase in sample size, 
assuming all other fatitors remain 
equal fie. sample representative- 
ness, accurate home data and form- 
Vllation, etc,). This chart shows rela- 
tively small data iinprovements for 
a three or four-fold cost inereaSB » » . 
this question of eoonornic feasibility 
'is frequently land tonvenieritly) 
oyerlookedc 



Ratings— grading by whim or fancy 



ADVERTISERS 



Boehm, director of promotion for 
RKO General Stations, at a time 
when we were both preparing talks 
on this subject for the Time Buying 
Seminar of I.R.T.S. Frank was the 
first in my knowledge to advance 
the idea of an emotional reaction 
against "ratings" because of an am- 
biguity in meaning of the word. Re- 
searchers know quite precisely what 
they mean by "ratings". It is simply 



the precentage of radio or tv sets 
in a defined area which were re- 
ported as tuned to a particular sta- 
tion or program at some point in 
time. But often non-researchers use 
"ratings" in a variety of meanings, 
embracing all forms of audience re- 
search, while the word's meaning is 
even further distorted by emotional 
associations in many minds. 

Just look at this word "ratings". 



Webster gives four definitions, the 
first two of which relate to military 
classification, Then^ 

"3 (a) rel(^twe estimate or evaluor 
tion: standing; (b) an estimate of an 
individuaVs or business credit awd 
responsibility. 

4 A stated operative limit of a 
machine expressible in power units 
or characteristics." 

The last definition may felate ti) 
audience ratings in some minds, but 
not many, I think. It brings more to 
mind such terms as "horse power" 
or "megatane". 

But the imprecise definition of the 
third one has all kinds of evocative 
shades and subtleties. Doesn't it re- 
mind you of school days, maybe 
those grades given by a teacher who 
was irritable, or never liked yOu, or 
for some other reason gave you 
lower grades than you deserved? Or 
maybe a promotion, or recommen- 
dation, or election to a club when 
some mysterious elite cast a vote on 
your eligibility? Or some Outsider 
assessing the credit worthiness of 
your organization — what room is 
there in his rule book to assess per- 
sonal rectitude, or business acumen, 
or leadership, or a company's Or- 
ganizing power? 

John Q. Public is more prone to 
these memories than people in our 
industry and is even mOre likely tO 
resent "ratings", when, in fact, "rat- 
ings" is no more than an expression 
of his vote. He hears of program 
ratings and understands them 
vaguely as put out by some kind of 
self-appointed Hays oflBce, grading 
broadcasting by whim and fancy. 
At least that's his thought when his 
appreciation of a program is differ- 
ent from "the rating", especially if 
the broadcaster makes some change 
in the schedule which is attributed 
to "ratings". 

The fiction is of grading by whim 
or fancy. The fact is that "ratings" 
utilize proven scientific principles to 
assess, to know degrees, what the 
people's vote has been. Not their 
Hkes and dislikes, but their choice 
among several alternatives. John Q« 
has at least more choice fromliis tv 
and radio set than at the polls, an 
observation that may have escaped 
the politicians. 

The "accuracy" of today's syndi- 
cated services is another whole sub- 
ject in itself. I can do no more here 
than ask for rnore searching self" 
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WHAT IS A RATING? 

1. Total Audience? 
Sing Along with Mitch — Feb. 17, 1963 

NTI .23.9% 

ARB 24.9% 

Note: a home qualifies for inclusion if it watched 5 
or more minutes of the program (ARB) or 6 minutes 
or more (NIT), percentage of U.S. TV homes 

2. Average Audience? (Tr homes tuned to program 
during average minute") 

Sing Along with Mitch — Feb. 17, 1963 

NTI 18.8% 

3. Market Division? 

Sing Along with Mitch — Jan. /Feb. 1962 NTI 

National Average Audience 19.9 

25 largest metropolitan areas 15.5 

Medium size cities 24.1 

Age head/house under 40 12.8 

Age head/house 40-54 13.9 

Age head/house over 54 30.9 

4. Audience composition? 

Sing Along with Mitch Feb. 1963 ARB 

Avg. Adult male viewers per 100 homes 74 

Avg. Adult male viewers per 100 homes over 49. . . .45 

Avg. Adult female viewers per 100 homes .99 

Avg. Adult female viewers per 100 homes over 49. .55 
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eeamiafitian. Whact ds erMcs mean 
whm tlley say "TMM,ia.p .Mi ioncfitt- 

Bie 'vfltgMOf ss to: urA& to imply 
ri):^Jml38a^ior bji mseardieES. laaeGti- 
rate m Miadxm t& ■wJmi f&»u¥mieM' 

_ »B tile: sfaterwett; "I -ittW 
w9}€ yeiter:%|^v -.^-JPd, 'sfe %W 
sailer." Yoiar .ntay %m a tBetJ?- 
taleis and the sfaf erraent is true, yet 
de&matbrl!. Tterfe must he. a. staitd- 
jSrt. rf MrHitUty «c a r«[!CtiieTO9At; 
B' a«n:|f A*^ ilieH'Mirteti'^jDiti Witk; 

FTC lifts ri^uifed BOine 
fiiMijS tjgi gtaJte tifat tlieii- aodienee 
data mm %stiaiates** only. (Stand 
mjp, tho&e wTlo tiiOii:^t tiTey were 
rfil^^i^li! iMally? 0% mellJ) WlE 
li# Tte^ Wfttel Cpfrrp.a:ny mw h& 
regiaixigd to stamp on eaMh of its 
wifttalies &at the time shown ther eon 
is olily eslimftti^' keeausB it 
I:ff6aa*t ftgcfte/wlfh the MMal Oh- 
sisnfttoty «loeM A Timm i$ riiMpj 
portable, rssesonaWy aeotijrate ftnj 
avaHabte to all So audieaceesti- 
:iiiatB:S sftmplflg. 

femes Imm red. herringm 

Let mi@; menlion two other cele- 
kcftted T&d hiSrring* in this ar,ea of 
■ftis %cetimey^ ©£ audfetcB rftififtteh. 
'Qm fe ift«i;^te fett^'blg "SWIagh^* 
— ftgafc m% of thi- sftxr-y,03!tF*wife- 
;sQbir typei What's thireqwirertterit? 
Plwally latymett aniwer "WelX, it 
#u"|ht to be iwlie as Hg" wtthout 
mi lim^ 'whftt, aiJlieoil sMttlity 
or^fOttid^'ERTi the- gtifefgid sam|i:le 
will bring. There m a simple iormwla 
Which establikhes: these jsonfidenGe 
liHSttSs bwt It is *ire t» eome across 
i: •: : 3h _griflfr Tiphu Mil wM^ 
the improved asxscffia^y to the iit- 
Briiased «»st,; whaA mounts mijflh 
Iftsttsr fhitn the benefits from in- 
oreftfed - ; ^e, size. 

Tti© #t iciiat r woiiM hfce to 
mention m tWg ©DWjSXtidfl is^ the 
reoHrkabls hold wh|eh,tM^ fgnirpl©- 
ai«e atgrnment "has- achieved,. 'People 
mssi. t© tf at tlafs awt fet in any dis - 
emilon of **rM!»p*V and .seem to be- 
.L;vr .'fc' it'iftiBiefiPStiBfipiriant 
tspect of sampling, 

In ishortj samplig sise is jtiil fhp 
fBost ixfipSrtaat eontribHtor to §am- 
pl# tlida .ai2PKrt€y. Fte' mcjfe impop- 
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i, y&a g^rmentative mmpie. 



if these are not achieved, it 
doesn't matter what size yonr sam- 
ple is, it will be wrong. A sample of 
almost two million in 19B6 was 
polleC ft&d forecast tandon for 
ffessidettt^ ©verwhelmingly. How 
come? The sample selection was 
random alright, as required by the 
textbooksj but was; limited to phone 
(JwnferS in urban ftrfeftS* who Were 
predominantly Republican at the 
time. Hence, an unrepresentative 
sample, resulting in the wrong 
answers. 

The accuracy of datft from your 
sample is just as vital. The only re- 
ally provable record of a kome^s 
choice in tv programs in commercia] 
operation today is that derived from 
a meter Installation. Any question- 
and-attswer technique, whether by 
i^iterviewer or self-administerBd by 
diary, is liable to human errors — for 
example, faulty memoxy, deliberate 
mistatements, sukeonscious or con- 
scieitas infiuence by interviewer, de- 
sire to please l>y respondent. One 
Federal agency thinfe this point so 
impoxtant that it has recently forced 
one of the meter research operators 
to malce its pftteftts available to one 
and all. ( I wonder what Ben Frank- 
lin would have thought of this re- 
markable development in the Twen- 
tieth Gentury F) But the chi«f counsel 
tB a Hdsis© ihwstigftting Committee 
is reported 'm. sajfing *'Who wants to 
us e I these meters | ?" I wonder what 
^stem Mr. Howze knows of that's 
betiier? Or rs is ju;St another of the 
.'ii'ry remarks made is. the abfence of 



William S. MacDonald 



IFiMiam S. MaeBonnld joitfed Norman, Craig & 
Kummel in Septamber 19(53 follmving 1 1 years 
ititk the A. C, Nwlscn Company, where he mu 
(imQunt exemtive hi charge 0/ New York 
station operations. In the spring, MacDonald 
will move to London to become account 
supervisor at Crane Admrtising, Ltd., Norman, 
Craipf & Kmimel's British associate. For 
MacDonald, the British position mill represent 
a return to kOme. ftaised and educated in 
England, MacDonald holds a degree in 
economies with honors from the Uninersity 
of London. Presently, he is learning NC&K 
operntions in all areas in preparation for hii 
Lmdon assignment. 



knowledge by those whose job it is 
to know better? 

But let's give the counsellor the 
benefit of the doubt and asSuine 
that he is referring to the fact that 
the meter can only report set tuning 
in the home. No transistorized ver- 
sion has been developed that I have 
heard of which will record portable 
set usage. Nor does the meter reveal 
the set wbich blares away with no 
listener; nor can it say whether 
someone near the set pays any atten- 
tion, or looks at the commercials, or 
is impelled by the cominercial to 
buy the product. 

So the meter provides the only 
data free from human misrecording, 
but it is incomplete for many re- 
quirements. Are we then to sacrifice 
this technique for others open to un- 
known degrees of error from the 
sample family because of a preju- 
dice against meters, or the pressure 
to provide more data than set tun- 
ing? Is Mr. Howze advocating one 
of these error-prone methods? Or is 
he really opposed to any and all 
forms of data gathering about au- 
diences? 

Marketing and research depart- 
ments of advertisers and agencies 
have been striving to become more 
knowledgeable about their prod- 
ucts' customers and potential cus- 
tomers> They know a great deal 
abotit the kijids of people they want 
to be directing ttieir advertising 
message to, and media departments 
are tncreasingly called upon to sup- 
ply more precise definition of the 
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Cost efficiency more vital than ever 



audiences to the various media. This 
leads, in addition to a boom in busi- 
ness calculating machines, to de- 
mands upon researchers to provide 
tlie intelligence the agencies need 
to plan their advertising campaigns 
properly. 

It is not just a question of decid- 
ing what kind of exposure to the ad- 
vertising message is the best for 
timebuying purposes, but who and 
where. 

Where does the old-fashioned 
"rating" fit now, among the demands 
for audience classification by family 
size, by age of youngest child or by 
income ... or by education, age and 
sex of specific members of the fam- 
ily .. . and where they live (urban, 
suburban, rural, farm) and how long 
in the same house? Not to speak of 
30 market reports, 220 market re- 
ports, metro areas, station totals, 
market rankings . . . the list is 
endless. 

"//i/e//ig'e/ice" crucial, as always 

As never before, the agency and 
advertiser need good "intelligence" 
to aid them in the efforts to put their 
products and services before the 
consumer most effectively and effi- 
ciently. This is the purpose that au- 
dience research serves primarily. It 
is an arm of campaign strategists at 
agency battle headquarters. Sec- 
ondly, when a price is put upon the 
availability of particular means to 
contact the consumer, audience esti- 
mates become an evaluative tool of 
cost-efficiency. The process of using 
audience research as a means of as- 
sessing cost efficiency is no different 
in principle from millions of other 
buying and selling decisions made 
every day. It is an integral part of 
the market place determination of 
price by competitive bidders and 
competitive sellers. It is a compo- 
nent of the most basic process of our 
competitive, free enterprise, ex- 
change economy, such as is left to 
us in the sphere of private enter- 
prise. 



This is one of the most important 
distinctions we must recognize in 
this "ratings" business. Audience re- 
search as a part of the buying and 
selling mechanism of a commer- 
cially available commodity (time), 
relates therefore directly to the busi- 
ness operation of a broadcasting 
station. Decisions in this area by 
station operators are subject to the 
normal criteria and incentives of 
commercial endeavors. The incen- 
tive to maximize profit (legally) is 
the normal business objective and 
may be called the "private interest". 
This may be in conflict with the 
"public interest", the station's obli- 
gation to serve the community and 
conform with licensing regulations. 

The "public interest" is another 
one of those vague phrases which 
are beloved to politicians, perhaps 
because of their vagueness. Its 
meaning changes with the shifting 
winds and beware if your wind 
readings are wrong. In the old days 
of free enterprise, private interest 
was by definition identified with the 
public good, and the maximizer of 
profits was bound to be serving his 
community well by providing what 
it wanted. In broadcasting, this 
would be to appeal to the biggest 
audiences all day long. But the 
"public interest" in broadcasting 
seems to require catering to all kinds 
of minorities, and to local and na- 
tional pressure groups, and the 
critics, and heaven knows what spe- 
cial interests. 

The attempts of the broadcaster 
to "balance" his programing falls 
clearly into broadcasting's function 
as a medium of entertainment and 
information, in distinction to its 
commercial operation as an adver- 
tising medium. Any decision to 
move a show for reasons of "low 
ratings" is likely to he a decision of 
the "private interest", and only im- 
pinging on the "public interest" if 
the operator is one of those old- 
fashioned enterprisers we were talk- 
ing about. There's no use blaming 



"ratings" if minority-appeal Or "bal- 
ance" programs are provided by tire 
station operator to meet his ^"publie 
interest" requirem^nits, and if his 
commercial instincts are sueh thjjt 
he would sooner make more proflt 
by providing more popular fare. 
The fault, if it is a. fault, lies with 
the broadcasting licensing systern, 
and the conflict of pulilic and pri- 
vate interest that has been set up, 
not with "ratings". 

So let's face our realities and dis- 
miss the yearnings of the emotional^ 
and the special pleaders, and the 
critics. 

Size estiniaties essential 

As long as broadcasting is paid 
for mainly by advertising income, 
audience size estimates, will be re- 
quired. The better the estimates, the 
better for all concerned, but eco- 
nomic jDracticalities set a limit on 
tliis. The audience estimates will be 
needed by buyers as "iatclXigence" 
to locate their advertising targets, 
and to assess the value of the time 
offered. The seller will need the 
same estimates to help price his 
time competitively and to give him 
a profit. The researcher is obligated 
to do the best he can with the funds 
available. 

All the squawking and excitement 
can't alter these facts, or remove 
them unless you are prepared also 
to remove broadcasting from the 
commercially-operated sphere of 
the economy. 

But we can remove some of the 
trouble just by getting rid of tliat 
one irritant word: "ratings"*. And I 
mean the tvord, not the service so 
loosely described by this tertti to- 
day. It is redundant because s^o 
much more is done in audience re- 
search, and will be called for in the 
future. It is inappropriate because it 
is ambiguous and emotion-packied. 
It is an embarrassment because a 
strange ahianCe of intellectuals, 
politicians, critics and opportunists 
have seized on public ignorance and 
industry confusion to create an issue 
and take another swipe at Broad- 
casting. 

Let us bury "ratings" — but not 
audience research. What we need is 
more Intelligence, less dissidencc. 
We need more clear understanding, 
less of the murky mixture of ignor- 
ance, accusation and threats. Rat- 
mg in pacem requiescat. ■ 
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Th.& ferer- lAbal o^ppe&m ta ¥e 

At feast it's a trail wljfeh will lue 
pmjeed M lilBi lay Maradel Pjeduets,, 
ft tCQmMiyatista. af t«i fli-^ei'sticil 
tetti to tlje drug, toiMrfe^ iUMl 
«SSin.0t"ii tfi,dOStri«sw 

fiegt^e J, Alarams, presSdent of 
tie mmtiiiBs, jjeyealed tliat Mamd&l 
Is warMbg. aa a prOd iiKl f ertteJUvelf 

tii^*-]parjf-'^i3gljty ©f a seasiiell, |.&t 
jite tidmesi of irridBsc©Hce." It is 
lustxaiieBf fcar new products wliifeii 
Marariiel Will ddmt tMs yMx* The 
aftes irttlttds T% KKgh-Etshion 
Cslf'% i hatr tttlcffitig praduet 
f^liish "pfflet-plates'' lia& tloroagk a 
magnetfc-blend principle and em 
be completely shampooed-out in 
one oper * ' a ^le Nei), a prod' 
cut to sti len nails; and a new 
principle i i hair-setting lotiions 
whicli is "completely weatherprooJ'' 
and will bB intraditiiced in the 
%Binf. 

Bmnk ,g®JBis- 'htetoricg;! 

A WlMftBp-Safem advertiser reports 
he has "Tonnd an advertising for- 
mtila" Tiwith a 'lastlhg. e:ffe!gtf* in the 
.^pefiasiship of a .griap uf spetfiife 

M> S« Mii&h©ll| president af the 
ftedttioni; ■Savhags and. Loan Amn.^ 
was origftaally affieted tbe spxlnsof' 
ihip d£ a (aae-tfttie sp^sM on 
Msfep\#f tbe BMTOtt mm^, ftp- 
dtfped by 'WSlSr-TV; After screm- 
fag the specMs yfitchell said he 
vjRfliild sponsor it if the statioji 
xm&iM ptdduste five^aMilSmal -doe- 
yinetftHfieis: Mblfli 'QsMliaa his-- 
tary, 

Siponsorshlp taf the doi&iimentaries 
ii; a teiirptete reyerse in Piedmsiit 
.idwrttsing sttiategy, fthfoh h&d, pre- 
■rfiJiaily ^b®n rMMlt€d to ihstitu- 
tional Bomgi^Bilils aired on a: spPt 
'haste. 

"PiibliG acclaim" rf the half^hour 
shows, ,i 'xiQ to Mitchell, "has. 
bcm IT,'- v'arding. We are very 
pleased to h. - e found an advertise 
ing medium that not only brings us 
great commercial success^ but is 
of so much public benefit to the 
area wejefv^/" 
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P'm.mm e©nis0ct&d f©f pharrti^cists 




Johnson & J&hnsoH, via; Elliott J. Axelrod Associates (N.Y»C.), j-ficentty 
jOffered pharmacists a dealer ittcentive Consisting of sets of artistieaUy 
glared qerajnie Goftee mugs featariTig five famous men of medicine. Used 
in CoMe©tion \with %he sale ©f Johrtson's baeJc plasters to pharmacists^ they 
weriE maniifaclured for J&J by Contemporary Ceramics, Chatham, N. J. 
TKe mugs featured Hippoerates, Pasteur, and the ba^k of the Imhotep 
design (above), plus Galen atid Lister. Each rnug had a different head 
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P0pMr IVlate boosts budget for Trio 

JEapCT' ,M%te Cft?^ Chi'^^SOj a divisipii, of Gillette, has announced 50% 
ovgrall incitease o>ver: pre^ioius ad budgets to promote new Erofile Trio 
pens, higBKghted by 300% boffsEt in spot TV teginning Apr. 1 in 40 
markets. Th«med on "pens designed to &i your grip/' the campaign in 
Spot ^^fll feature such iisp sports figures as Rog£t Maris of the N.Y, 
l£an,keesj bo'^ding champ Don Carter; tennis star Pancho Gonzales; and 
^tdf clsamp Julius Boros illustrating the gri^ Concept. The pens come in 
Ihjee grip ©hjJi^es - — Slim^ Regular, aj^d Hpsky — all retailing at the 
samfe pricfei Metwork TV begins Mar. LS on CBS' 'Tve G^t a Secret" and 
"My Favorite Martian," v»!fth newspapers and magazines alsio scheduled. 
Above are promos to be used, Eoote^ Cone & Beldirig is; the ad agency 
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■ What broadcast trade 
publication led its field in 
all large-scale surveys 
of agency and advertiser 
readership during 1963? 
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ADVERTISERS 

New SAG contract brings added 
commercial cost to advertisers 



Achertisers are now paying more 
than e\'er for commercial produc- 
tion. Last week, a joint committee 
of the Assn. of National Advertisers 
and the American Assn. of Adver- 
tising Agencies signed a new three- 
year contract with the Screen Ac- 
tors Guild for filmed and taped 
TV commercials, retroactive to all 
commercials made after last Nov. 
16 and effective to Nov. 15, 1966. 

Wage scales for on-camera com- 
mercial performers have risen onh' 
slightly from the last contract per- 
iod: Actors will receive $105 for the 
first use of their commercials in- 
stead of the previous $95. This $10 
additional fee covers both "Class 
A" program use (over 20 cities for 
each 13-week cycle), and the so- 
called "wild spots" (each 13- week 
cycle, and not including New York, 
Chicago, or Los Angeles). 

Class A commercials must, under 



the new contract, pay $70 for the 
second use (no change). The third 
through 13th uses are scaled at $57 
each, also no change from the last 
contract. The l4th through 20th use 
fee has been raised from $15 to $20 
each; 21st through 26th, from $10 
to $15 each, and 27th and each 
thereafter, from $10 to $12.50 each. 

Session fees were raised from $95 
to $105 for on-camera players, and 
from $70 to $80 for off-camera play- 
ers. Commercial actors will now be 
paid double time for Saturday work. 

A new anti-discrimination clause 
was written into the new SAG con- 
tract, and provides that "the produ- 
cer will make every effort to cast 
performers belonging to all groups 
in all types of roles, having due 
regard for the requirements of and 
suitability for the role, so that, for 
example, the American scene may 
be portrax'ed realistically." 



Goodyear goes golf, 
backs 9 live tourneys 

Goodyear Tire & Rubber (Young 
& Rubicam) stands out this year as 
one of the leading sponsors of live 
rv golf tournaments. 

Reflecting the enhanced pubhc 
interest in golf, Goodyear will spon-| 
sor nine tournaments in 1964 com-| 
pared to fi\'e in '63 and one in 1963. 

The schedule starts with the Palm 
Springs Classic on Feb. 1-2, and 
includes the Phoenix Open^ the 
New Orleans Open, the Doral 
Open, the Tournament of Cham^ 
pions, the United States Open, the 
Cleveland Open, the PGA cham- 
pionship, and the Western Open,. 

How far golf has progressed in 
its value to competitors and in the 
drama inherent in the tv coverage 
may be gleaned — notes Y&R — from 
the prize money gained by the first 
three 1963 finishers. Transcending 
even the earnings of Mickey Mantle 
or Willie Mays, Jack Nicklaus 
Ijocketed more than $152,000 and 
Arnold Palmer more than $135,000. 
Julius Boros picked up $98,000. 

There are some 10 million golfers 
in the country comj)ared with only 
8 million a decade ago, another rea- 
son for the heightened TV-advertis^ 
er interest in the sport, says the 
agency. Courses have mushroomed. 
At j)resent, there are 7,517, or 6,877 
of regulation length and 640 par 
3's. In 1963 alone, there were 253 
more full length courses and 97 
more par 3. 

Simultaneous with the increase 
of live golf tournament coverage 
has been the improvement in the 
technical tv cox'erage. The use of 
as many as ten cameras, directors 
deploying in mobile units, and alert 
professional guidance, have sharp- 
ened the dramatic focus. 



NEWS NOTES 



Pans promo payments: Federal 
Trade Commission upheld a pre- 
vious decision that Royal Crown 
Cola violated the Robinson-Peat- 
man Amendment to the Clayton 
Act by paying advertising allows 
ances to some retailers without 
making them available on propor- 
tionally equal terms to aW othex 
competing customers. Commission 
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% Winters thaws sales meeting 




f Entering Elgin National Watch Co. national sales meeting (Jan. 2-4) 
flanked by a covey of pretty United Air Lines stewardesses, is comedian 

f ' Jonathan Winters, who will star in an hour special for Elgin on NBC-TV 'i| 

f : Feb. 20, titled "A Wild Winters Night." The show will be used by Elgin % 
to formally launch its 19G4 centennial year. As for the stewardesses above, ii 

f;l Elgin, it may be mentioned, is the official timepiece of United Air Lines 
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tgrecd, however, with the coni- 
jiany"s c ■ )n that the order to 

Efiase aril st is too broad. Ap- 
^al dec- Mmitcd coverage to 
iP^grbonatt . . ^c's and set aside 

its apphc i . lo beverage pow- 
ders whieh are distinetly different 
IfOm other Royal Crown products 
ind are marketed under a scpar- 
tfie toiademart. The method of mtiT- 
fetfag, dffes ifmn that of 'Other 
dM&mMis, wMh the bfe¥eis|.ge 'p&w- 
dpr sold mlf ta mt^MM vi« &od 
&afars^ wtt a natieiMl hmh. Them. 
was HjO eTtdenc* that the resf)©ad- 
©M, Imd, e¥fr dlsiJrtubated iti the 
p^mmt '■£)! ei:4»ijftlsin;g allotVtWs&s 
lo wt&j^sm pwrjAisfng', its hsvm'- 
«ge powders,, xufod the. FTC. 




I SPRAY POWDER DEOOORAf* 



Charges di&CjeptijOiTi FTC ooiqrtinties 
to* keep a ■matrijfjtti eye on xv tof 
a'd^ertislneg' end has came up with 
aaoitMr- oJffe»de;r. .AMI" Corp. Is- 
rfst;gfid Tflk iftiiSffiflffisentatisri of 
''A«4he«tii- l^tedel Tiampte''' 
whi&h,: accardtag- to the CosdmBjis:- 
siift, does aat fnchrde whm AMT 
cliiJtt'S hi T¥ eommettfefe,, state- 
imiM, 'mi. &fhm j-'^presMttttiPts... it 
hm only eir^aijft tpo^ffntd 
Aaes rmt -.inplfide tra*^ iirHeld .grmSi,. 
&hrja.bbery m txem^ drivfnig murse 
obstacles, or miniature pieces such 
a: ^ grandstand, hrsl-aid 

shack, start and finish markers, 
scoreboard or human figures.. Con- 
sent agreement & fur settlement. 
POJPBM& oiily and da.es .not dsrasti?-^ 
tttto an a,diaMlDn 'by respondents; 
tiiflt 'SiSf ',hav.!e- violated, the Isw, 

labhitt bnys: GssdSreyj A 39-^ek: 
fcliedfllfi .f« the C.B.S. .Radio slmv 
5lE?t£d Illi>f0eind'we£k in Jonttary, 
with B^kbflt 'Spoiisoa'flig a, ttot-rnin,- 
ate ..segment weekly. Featured pxodr 
^icts are Bab-Q Cil^nsar and Hep 
.tJ-ten CleaJwer, 

Tkpe HfwMfflts o»- tye- Qne of the 
itasl, intensive fir-st' qxi,aTteT ftd efRir- 
]:)aigns. in. the tape .reeorder .indttstry 
\\^.l.iu'nchBd,l.aa'Wfek {l&l by the 
Rerey6-WD.tt6tiiak' division of 3M,. 

A foltewttp ta the h. rc-Christ- 



ttm^ pMshs eampaig- 



ludes the 



Jan. 1841 MIC T\ ijing Croshij 

M^jtlmal ff s^Jmaimii' Ck>if Tmima- 

paper »aip:pclgn. wMh 4mlM Iist?- 
ti^^ plus mtional consoimcf and 
spectalty aoa^Sine, ad¥ertiseEnents.. 



Sprays dry- 

»eps yoM dr 




A I he rt o - C u I ve r Ca I m 

ing sput and nett^'Orh TP', will brmh Ijase: 
next Tttonth to promote dlheftOsdilver's 

nm> Cafoi, fim spTay-m--pma^r mii-pe¥- 
siftraj^i'^WQ^raf^t. Eonj^papy besan mtioji- 
At distfib-tifi'tun of the prodiivt to the trad^ 
Bfirfy thiis month. The agmcy is JiBJ)<0 



In other developments at pfo- 
duetion has started at the new mag- 
netic proiticts plant ia Camarillo; 
Calif, It is equ-tpi^ed te produce 
3MV ejitire li.iie of audtble range, 
insti-umentationj and wdeo tapes 
and should increase total produc- 
tJan of the entire division by .nearlv 

'$m. 

B^G OB '^Tteight": B. F. Coodrrch 
Co, has bojLtght participations oii 
MBC TV's Tomgtt show during 
Aprfl and May, Agienoy is Foote, 
Cane & Belding. 

MeCliBf h&ttB>red« John J, McCloy, 
chairman <rf the bsard of trustees 
of the Ford Foundation, was hon- 
ored Jan.. 15 with The Advertisiij^ 
Coundl's Publie Serviee Award foi' 
19©3. 

BalttiOn^Ws more CS§i; Q;n ,Jan. 17 
.Rsl^tafl, .P'iirijcia% 'GtQ&ejef- Prod^ncts 
©iv, added five m;ejre CBS T¥ 
sh.©'ws. t© its sehfidiilfi. In addition to 
piTeviwus eonamitmeats On jOsfttf 

gap mi JMfe tM0m0U, Ralstmi is 
tamv ad?^Br.tlBing: .o,n E-i^ Raxis- 

to'e3;amd,.A.Iftficl H-tMJmoiak Pti 



NEWSMAKERS 

MAunv Maux to maiiagef of 
market planning for Nebraska Con- 
solidated Mills Co. in Omaha. He 
has been director of advertising for 
Ralston Purina Co.s agricultural 
division. 

Paul E. Celf^ian to the sales 
.staff of the Lincoln Center and 
Metropolitan Opera Programs pub- 
lished by Sattmlaii Review. He was 
formerly advertising manager of 
Dotonheat. 

Easl G. Tyree to executive vitc 
president of the Glenbrook Labora- 
tories Di'v, of Sterling Drug, Inc. 

Thomas R. THiBERt to assistant 
sales pronrotion manager of the 
Prestolite Div. of Eltra Corp. He 
was merchandising manager for 
A ir CO Alumintim. 

John Habvey to general public 
relations manager of Bo waters 
Southern Paper Corp. 

John W. McNtFLTY to leave his 
duties as director of public relations 
for Lincoln Center to join the per- 
sonal staff of John D, Roekefeller 
3rd. 

William M. B^lan to western 
regional sales manager of Johnson's 
Wax division of S, C, Johnson & 
Son, replacing A . C. Gbeenen who 
will retire, Sam A, Prestqm will re- 
place Bela,n as automotive products 
a d V e r t i s i n g and m er c h a n d is i n g 
manager. Mamuel V. del Mekgado 
to prodnct manager for "Glo-Coat" 
and ''Kleen Floor." Jack C. Moll to 
assistant furniture care products 
managej"^ 

Carl L. Lobenk lo grocery sales 
manager of Mm-r ay -Allen ImpOrtS. 
He was sales manager of the Sperry 
Candy Co. in Miiwaiikee^ 

ALFBJsn F. BowiiEi>ir to president 
of the new cigar division of the 
American Tobacco Co. 

Hbhbert M. Jafeee to sales man- 
age!' of the Commtinicafions. Sys- 
tems Division of the DuKaite Corp, 
Clayton D. Caacpbell to sales pro- 
motion manager; William R. TORk 
to manager of teelmiestl services*, 
and MoHMAN Placge to manager of 
sales admlnislratton . 

Lopis A, CotLiEB to senior %'ice 
preiident-marketing and. sales for 
the H. J. Heinz Co. Strcceeding Gol- 
Her as vice president-marketing is 

P^tJL/R T&WNSKNn: 
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Old trend reborn 

stop- motion commercials are a familiar technique in 
TV, but are gaining .n«w vogue in 1964 air campaigns 



AGENCY TASTES in tv Commercial 
techniques tend to run in cycles. 
Recently, agencies hopped on the 
"squeeze technique" bandwagon 
and a jittery flurry of commercials 
based on this multiple-still-photo 
technique was the result. More re- 
cently, there has been a swing to- 
ward animated graphic arts and a 
strong emphasis on the use of cu'^e 



"natural" children. 

As 1964 begins, a familiar film 
technique is finding new favor in 
agency circles: stop motion. If story- 
boards-in-work are any indication, 
viewers this year will see a growing 
use of such stop-motion gimmicks 
as: 

• Packages which unwrap and dis- 
phiy their contents. 



• Trees which grow up, and sprani 
TV sold pt&ducts. 

• Groups of packaged prodi0ii^ 
marching into pantries. 

• Full lines of food produets m 
animated action. 

• Special features of autos (doWfi 
opening, etc.) in motion. 

• Beverages ivhich pour them- 
selves. 

If sortie of tliis sounds familiaj, 
it should. Stop-motion commercialt 
have been used in tv successfully 
since the 1951 "Lucky Strike March- 
ing Cigarettes" and the 1956 parade 
of Rheingold Beer bottles. The tech- 
nique itself is as old as celluMi: 
animation — a process which stop^ 
motion parallels because of its 
frame-by-frame shooting. 

With the bulk of commercials tv 



1 




Hest-known early stop-motion campaign 
for TV-sold beverage was 1956 spots 
for Rheingold. Sarra-produced 
Dubonnet drive in ]')64 features inoi ing 
mine bottle 




Stop-motion production is similar to 
thdt of full animation, calls for eliibarate 
and costly equipment, such as 
Oxberry film unit seen at Sarrn'f. 
New York plant 
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fiiiljiilg doioiB in Ne\y York, it'si logJ- 

stop-:nB3tiiQn tehMgaBS; wfjuM be a 
SbIv York praductioj] txoud. Such 

Gwe tiie filfa ffrais aKtive on 
|lir ^lup-rcyatfan front k SpTta^. linft.^, 
»i cmnmerolal prociaotibn Iwiysg tiQf- 
rsEntlf uwdfiKgatag a reorgaafeittioti, 
{i^fjC% «. Jaftlary S, .filed a bankr 
fgplB^' p^tlttoft So Me^•¥ 'York,, imder 
CiiftjrteT -Mi. listing llabilfttfis of 
|4i5,W0 im€ assets .of ISSSW®.. fm- 
dustfan IS being suspended wMle 
?'0fentitiic) Strra, president and a 
laMMiSr' in- ;plitftQ^'j|iTy and mm- 
atgreiabM'4-5itewpft to rais-eaiw 
iCg|jiteX4 fetra^ «/blfih lias invested 
kmvily in new stop-ntotion film 
e(|a}pwent, leels tltat its faeflltifes 
\¥?n 'It' jCttdl. tewa-fii helping tte 



eommercKils ficm to regain its foot- 
ing. 

LpB G<30dinHir, wlito heads Sixrra'^s 
oommerGial producticai in New 
York, sums up liis views »n stosp- 
motion commcreials thusly: 

'^Tliere's no question that it's a 
hot trend. Mate and more adverti- 
sers plan to use it to make, litGrally, 
actors out of inaninrate ohjeets. 
We've seen the trend in oui' own 
shop in comrtiercials for Dubonnet, 
Millbtook Bread, Beads O' BleicK 
Prime Dog Food and United Fruity 
plus eommereials for several auto 
and eigarette brands.* 

Is stop-motion a nragic, sure-fire 
formula? Not as Goodman sees it. 

*'StQp motion is like adding cam- 
^a nioyenient in a shot. It is useless 
unless it adds to the Gomrtiereial 



storyhne. CommereiaJs which dc- 
maud identification from flic view- 
er are still best when done with live 
talent, Stop motion's chief use is, 
that of an attcnti«n-getter/' 

Goodman, who figures that "at 
least 15 [Jcrcent or more'' of Sarra's 
commercial billings for I9fi4 will 
involve stop motion, puts the price 
jof the tcehnique at "the same, m' 
slightly more than the price of reg- 
ular full film animation." 

He also sees it as a technique 
which will keep film out in front 
ol video tape as the tv industry's 
basic production medium for na- 
tion-le^el campaigns, despite re- 
cent production advances in tape 
whicli include a form of "object ani- 
mation." And^ he feels it will help 
Sarra Ine. ■ 
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THE TIMEBUYER; 
WHAT'S HIS FUTURE? 

Leo Burnett Co.'s Tom Wright discusses tfie advent 
of the computer; predicts timebuyers gradually will 
deal more in market analysis and decision - making 



THOMAS A. WRIGHT 

vice president in charge 

media department, Leo Burnett Co. 

EVER SINCE broadcasting came into 
prominence as an advertising 
medium and the title of timebuyer 
became a familiar listing on the ad- 
vertising agency's manning chart, 
the principal job of the timebuyer 
has been decision making. 

For over thirty years the time- 
buyer has been a key controller of 
advertising dollars. 

In order to examine what the role 
of the timebuyer will be like in the 
next decade, it would be well to 
summarize the main facets of his 
contribution as they are presently 
known. 

The timebuying function \'aries 
from agency to agency, but in most 
agencies the timebuyer prepares the 
buying guide; helps select markets; 
makes the purchase decision that 
best executes the agreed-upon buy- 
ing strategy; improves schedules; 
maintains a continuing check on 
schedules for competitive adjacen- 
cies, triple-spotting or over com- 
mercialization; keeps tight control 
of the spot market budgets; pre- 
pares rating reports and from time 
to time defends his purchased 
schedules with a written analysis 
and documented rationale. 

The modern professional time- 
buyer does his job best when he has 
complete knowledge of the product 
for which he is buying; its marketing 
problems and opportunities; a 
thorough and current acquaintance 
with broadcast media and their per- 
formance; and a vast storehouse of 
intimate, detailed information about 
stations' operating policies, pro- 
graming strengths and weaknesses, 
coverage, penetration and audience 
delivery. 



After a careful examination of all 
available facts, the timebuyer makes 
his decision to buy based upon judg- 
ment which comes only from years 
of experience combined with a 
goodly dose of common sense. Thus, 
we have a brief description of the 
timebuyer "Past" and timebuyer 
"Present." 

With the advent of the computer, 
we must visualize the timebuyer of 
the future. I believe the important 
job of timebuying from the decision- 
making point of view in the future 
will be pretty much as it is now. 
Computers will be enlisted as aids 
for the timebuyers of the future, 
rather than as replacements. Com- 
puters will be used to help solve the 
timebuyer's paperwork problem. 
Rather than reduce the timebuyer 
to clerk status, feeding numbers 
to machines, the computer will re- 
duce the timebuyer's clerical work 
through automation of fact-tabulat- 
ing now performed by hand. 

We do not believe that the com- 
puter will ever be able to duplicate 
or replace the timebuyer's common 
sense, judgment, or intimate knowl- 
edge of stations' policies and per- 
formance, which only comes from 
years of experience. Thus it is that 
we feel the timebuyer of the future 
will be a much more \'aluable ex- 
ecutive in the agency. He will be 
able to handle a much larger de- 
cision-making workload when the 
horrendous amount of clerical paper 
work is lifted from his desk and as- 
signed to the data processing de- 
partment of the agency. 

In the future, station availabilities 
will come to the timebuyer's desk in 
completely prc-tabulated form. In- 
stead of merely having time of day, 
rating, and cost as his primary data, 
the availabihty form will show pie- 



calculated infoyniatiOn on total Tv 
or radio homes in the station's cov- 
erage area; totaJ metro homes; num- 
ber of men, women, tecais mid chil- 
dren; cost per thousand homcs; cost 
per thousand metro homes; dost per 
thousand men, women, teens and 
children, etc., etc. In this way the 
computer will perform as rriueh of 
the clerical function as can be logi- 
cally automated. The timebuyer's 
principal role will, therefore, be 
evaluation and decision-making. 

Timebuyers will be able to buy 
many more markets per day than 
they are now capable of handling 
under current manual methods. It 
is possible, therefore, that fewer 
timebuyers will be needed in the 
future, but this is strictly conjecture. 
More than likely, elimination of the 
clerical load will enable the time- 
buyer to do a more thorough job of 
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Wright at IBM console wltJ) IDP dept. 
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ri thsf me; tlaef- get it Isewj. 

tfllft ^ i^J^lgJtiistion fccrm perform-- 
'iag; 'ttete fersfc with sktll. Mare iikcly 
tI«K oat, th'if aSptte to a 'broftdcr 

^&ffM. fW-titiiaHy to lErtrrt more -aliaut 
all uteflia spjaeEtiimtreg afiiBr they 
hMt. he&Qmt thori&n-gKly ptofcient 
Ifi lilt tiffl6bi|yiXbgfun;otloiJi. The a-j3- 
Wiiftussfft-of tim-ebiiyers fnj^.Qtlw 
ttTBj3.m Mmm involviiig ci:eattoii, &f 
iBial!a|3Mw,.a:n:d strategy 'istliE Jcgi- 

•gls wli50 we- mterest'ei* In a m^#dM. 
eareEK- 

T&e naetlfm inm^lb^^ and expext 
iijsji'ttei {iiegitttiiii tiMebuyftigis 
ip^^isaiiejy i^iUnaJble* It tmws ;& Idgi- 
oal ptatferiH froijj whfch m man ar 
wrfHla^ais can lad-^ranee- to .a Mrtex 



ttmm m iM Lm .mmMt Cm, Ui 
igfii. Iff fafeeS !tl0 afss»fe|f It* -?S,, 

A«4 a'*! -l-efoi^ 3f*l»i7i. mif3tmmr »f TV 




dcijiMoii-niakiitg level af eontribur 
tix>,R in tltt' arK'Cirtismg agtsney. Tire 
tuTrebiiyrr's knowlcdgie of not only 
th© rociiliulary and tools of the btisi- 
jtms, hxrt ate hk I'nthnotc knowl- 
edgE of tniH-feets, places hhn in an 
ctdvimtagcoxis posltfon for a briglit 
future in n)edia» 

W« bdiere that the mcdiil of the 
future, fii an age of great data a\'ail- 
.abiJity and fast eomputer tlata 
analysis, could be built from the 
bottom up, market by market. The 
so ealled "national*' media plan of 
the future may exist primarily if and 
when a sufficieut number of local 
marketing opportunities mnke ths 
sxipport of a brand on a national 
bftsis an eeonamrc reality. As more 
and niore Marketing data become 
available, it will be possible to 
evaltiate brand performance more 
readily on market-by-marlcet basis. 



No longer will adyerti.wrs be satis- 
fied with broad regional or di\i- 
sional brand .share data. An national 
adverti.s'crs sharpen tlieir mai keting 
tools, they will begin to dtA'closp 
brand sales ififormation utilizing 
smaller geographjc and dcmo- 
graphie units. 

We believe that tire tiinelHrycr of 
the future will become less and less 
a buyer of specific time units and 
more and more of a market analyst, 
and that his dctisian-inaking role 
should become an increasingly im- 
portant one in advertising. ■ 

TIMEBtJYER OP THE 70*: 
famih in a spedal SPONSOR 
s^riea o f tirt teles by lewlln^ agency 
executives on the prescstit 
mid jntnre of limebnyers, 
mill be discussed next week by 
€ & IT JFilliam G. While 
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Controlled sample tops 



Most admen consider controlled 
sampling of consumers the most 
promising method of evaluating 
advertising effectiveness. 

This preference came to light in 
the initial phase of a project being 
conducted by Roy Campbell, a 
doctorial candidate at Columbia 
University Graduate School of Busi- 
ness, with the cooperation of the 
Assn. of National Advertisers. Ex- 
ecutive vice president and a mem- 
ber of the executive committee of 
Foote, Cone & Belding before re- 
tiring in 1958, Campbell is being 
backed by the ANA in his project 
because of his "exceptional quali- 
fications and rare combination of 
business and academic experience." 

An opinion survey among 1,546 
advertising and marketing execu- 
tives of ANA member companies 
launched the project. Analysis of 
872 responses indicated that 92% 
believe advertising effectiveness 
can be measured now, at least for 



some products under certain con- 
ditions, and 85% reported that their 
firms had attempted to measure ad- 
vertising effectiveness. 

Of six methods described in the 
questionnaire, 85% favored the 
communications method as either 
"very promising" or "promising" 
for managerial decision making. In- 
volved is the determination of dif- 
ferences in knowledge, attitude, 
and behavior between pre-and-post- 
advertising exposure, via two ran- 
dom samples, or split matched 
samples. 

The next most favored method 
was variation in advertising power, 
mentioned by 39% as promising. 
This involves changing dollar ex- 
penditures in groups of markets 
over a period of years and mea- 
suring changes in sales response 
against that variation. 

The operations research-statisti- 
cal method, which evaluates the 
quantitative effects of advertising 



on the sale of produucts or prft&|s 
by computerization, simulation, 
mathematical models, designed 
perirneritis interpreted by analysis 
of variance, scatter diagrams, oi 
multiple correlation analysis, got 
a vote of confidence from 34% of 
the respondents. Post-publicatian 
method — comparison of difffireugef; 
in purchase rates between ad-read- 
ers and non ad-readers — was sup- 
ported by 30%, and advertising-tf)- 
sales ratio method^ by 25%, 

The full-scale study will intjlude 
the assembly and analysis of ad- 
vertisers' case history data dealing 
with their efforts to evaluate the 
effectiveness of their advertisiilg. 
The ultimate objective of the pro- 
ject, according to Campbell, '% 
to discover criteria for selecting ap- 
propriate measures of advertising 
effectiveness under varying condi- 
tions. The question to be answered 
is 'when to use which of the various 
measurement methods?' " 

IBA sets 14 to chair 
commercial categories 

The chairmen of 14 television com- 
mercial categories have been chosen 
for the fourth International Broad, 
casting Award's preliminary judg- 
ing rounds. Appointed by IBA judg- 
ing chairman Don Estey, these 
judges and their committees will 
help select the world's best tv final- 
ists from 20 countries, entered in the 
Hollywood Advertising Club's 1903 
commercials competition. 

The chairmen, and their cate'- 
gories, are: Peter Marriott, Desilu 
Ltd., London (live action over 60 
seconds); Ken Bains, Jerry Fair^ 
banks Productions; Dick Tscluidju,, 
Fvlmways; and John % Hoss, BoImI 
Lawrence Productions, Toronf© 
(live action, 60 seconds); Fred 
Niles, Fred Niles CQmmuniCation 
Centers ( live action under 60 sec- 
onds); Gus Jekyl, Film Fair (aixi- 
mation, 60 seconds or more); Adrian 
Woolery, Playhouse Pictures (ani- 
mation under 60 seconds); Bolt 
Druckcr, Klaeger & Assoc. (combi- 
nation) ; Glenn Ransom, Grant Adv.. 
Mexico City, (stop motion); Deiui 
Craig, NBC Telesales (video tape); 
Earl Klein, Animation Inc. (ID's ): 
Don Flagg,. Don Flagg Films (lociil, 
one-market); Joe Swavely, Sfretni 
Gems (integrated); Wally Bmr, 
Hanna-Barhera (humorous); Dick 



'Monitoring' agency's '64 plans 





Being intci viewed by commentator Jim Ilurlbut (r) at Chicago in pre- 
New Year's broatlcast of NBC Radio's "Monitor" about their 1964 plans 
are members of the Chicago staff of Omaha-headquartered Bozell & 
Jacobs ad-p.r. agency (I-r, clockwise): v.p. Alan J. Jacobs; media director 
Frances Burns; broadcast v.p. Philip Rouda; p.r. coordinator Jedwin 
Jacobs; account executive Patrick Charter; and timebuycr Glorya Bakkeri 
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lDmimv% DmuQve Piojductis.t«i [pulj- 
ItG serricig); and Lee Sa'vagiC;, Slch- 

|ndg€^ from tlm laiteTrntional Ad- 
«rtisjtt| AasiT.,, :p:Bsen±ed Feb. 2S 
It tile Hilly^^ad Balladmrti, 



T®teh©fid tm cf#a:t.iv# 
g-npfup h'i^.d at Mmx&n 

Allen TififliesBawl' has tjeen; appjointed 
wkm 'ptesMeM and exeatiTe group 
head on the 
Gillette se- 
oou»t at Mas- 
ctti Advertising 
in Mew Y»r£.. 
Toldaard, who 
joined the 
S^mf in I960, 
Isegan his eopy 
e areer with 
Batten, Barton, 
DufStine & Os- 




Taoin. He Msr heaante i^p|* dijef 
and EMef nf ci'eatiye plans board at 
i r: V " ,::n, & Gairns;; isopy esceocitfve 
fer the- laigifelt St: MferS acjaount 
'»4th Cnimiiibsni; U Wtltbi and 
nreati\«i gKotipj head at Qrej and 
naneer-Fitz^Eald-iknipJe. 

a n#w eacfee.'@ hired mt 

Tlhiree new exemtives hssM i*umed 
dlities it MaeManns^ John & Adams 
in Bloonn field 
Hills i Mlchi- 
pii. Ifibert C. 
Higgins has 
been nanied 
radio and tele- 
vision diEBctar. 
Hlg^ios^ 'brin^' 
14 y0a:r4 of 
witing T pEo- 
dnoing - direet- 
ffiggins ing expeiienGe 

to the agenc\' after assoeiations with 
\i > i jam HSiodf^ Ifeber-t 

I Inn J. . 1 lias tfeen iifined. a 
<4r()iii. ci.l vlirector and Alan C I'afee 
a group copy directjCMT. Hungerfcrds 
experience includes IS ySSLfS with 
Campbell-Ewald in Hm» "Yotk and 
Detroit ^and two, year's vyith BBCpS 
tn .OietrcilL Alan Pal® mas a Eopy- 





Their cups run net h ©ver 




m 



Don Bangs (Sad hmm rj^ a jiiniQr analyst,, was owe of 50 newcomers to. 
Qardrrer Adf ertising ^vfilcottied at a eoffefi Hatch in the St. Louis head- 
Quarters of tlje agency. With Bange arg (froiin 1) WUliarn L. Spenpe% 
exec v,p,, ereatw© seryicesi PhiUp R, Smith, v.p., personnel dir.; 
and MrSfc Spenper. Wives were entertained earlier a^t limcheon and tojur 



mi 



wxiter and copy supervisor for two 
and a htilf years with Caropiiell- 
Ewald. For an equal length of tinie, 
he was copy direcfor at Maurice 
Mullay in Columbus, Ohio. 



NEWS NOTES 

Pwergn riffiGss gain sevettf The 
Mpxiean and Latin American oper- 
ations of Kenyon & EeMiardt have 
increased their account rosters. 
K&E No*Hs de Mexico has been 
awarded Bostik Mexicana^ S.A. de 
C.V. (HivetSj Adhesi:i^es, and Seal- 
ers division)^, Compa;gnie Generale 
Trans at lantiqae (The French Line), 
Hilton Hotels International (Latin 
Amerijoan and Peruvian division). 
General EJectrie S.A. de C.V. (In- 
dustrial division)^ and Mauna Loa 
and Qfel MflilieO^S Rgstturants. In 
V%u'B?sti|g3ay Mes^ts-Griswell K&E 
ha^ been assigiied Tenezuela Trad- 
ing; Gompatjy^ -Liiac Milk Powder. 
K&E-KFovas Inter americana, Cen- 
tral Amedpa^ ae^uijed tlte GenitSil 
PoMs— IMICASA aiy^tttsihf 
Gount for |ell-Q, Kool-Aid, instant 
coffee, catsup, bot sauces, spices, 
jjmsl&rd, vii3;e;g.afij hard mndy,, -and 
phofcjlftes, Agenty appointin^nts 
on the domestic side include Trans- 
Luic Televisian Coip- to Ufinaliue 



& Coe; Broughton Specialty Foods 
to Mogul, Williams & Saylor. Com- 
pany will market a complete line 
of convenience-t)'pe foods with ini- 
tial distribution set for early this 
year, starting with the mid- West; 
Maola Milk k lee Cream Co., 
North Carolina independent dairy, 
to C. Knox Massey & Associates; 
Gilbert & Bennett Mfg. Co., 
Georgetown, Conn., to the Eumrill 
>|iny. 



Into own studio: Rose-Mag wood 
Produetions has taken over the old 
Filmways studio at 254 West 54th 
Street between Broadway and 
Eighth Avenne, in the past one 
of the most active studios in the 
East. Some renovation is planned, 
and the addition of new equipnient. 
Rose-Magwood will keep its offices 
and editorial department at 72 
West 4Sth Street. 



Jon aiBCOunt: Hixson & 
Jorgensen of Los Angeles landed 
tJxe $600,000 Yamaha International 
Corp., organized four years ago 
as a California corporation and a 
siibsidiavy of Nippon Gakki Co. 
Ltd of Hamaniatstii Japan. Geyer, 
Morey & Ballard will continue to 
handle the aceount until March. 
Yainsiha's Los; Angeles office is the 
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hub for directing acti\ ities in Mex- 
ico City, where an assembly plant 
for motorc\'cles and retail-piano 
merchandising is located. The office 
also handles recently organized 
facilities in London and Hamburg. 
Most of the budget will be alloca- 
ted to publications, but some tele- 
vision will be used. Other agency 
appointments include Mills Pro- 
ducts, Walled Lake, Mich, to La- 
Rue & Cleveland. Firm manufac- 
tures o\'en door windows and ap- 
pliance handles; The National 
Council on the Aging to Maurer, 
Fleisher, Zon & Associates, Wash- 
ington, D.C. 

Zakin expands: Dennis Howard As- 
sociates, New Jersey agency spe- 
cializing in direct-mail and publi- 
cation promotion, has been merged 
into The Zakin Company, with 
Dennis Howard becoming a vice 
president of Kakin. 

Forms house agency: MarCar Ad- 
vertising Agency with offices in 
Tampa and Miami has been formed 
as a subsidiary of Mary Carter 
Paint Co., to provide full agency 
services to the diversified interests 
of the parent company. These in- 
clude Victor Paint Company, a re- 
tail chain operating principally in 
Michigan; Atlantic Paint Company, 
a chain of paint supermarkets in 
New Jersey; National Biff-Burger 
System, a chain of drive-in restau- 
rants; and Bahamas Developers, 
Ltd., a land development corpora- 
tion on Grand Bahama Island. Par- 
ent company has three plants and 
more than 1,000 outlets coast to 
coast. Frank T. Barnes has been 
named vice president and general 
manager of MarCar, which will 
consider the addition of outside ac- 
counts sometime in the future. 

Kudos to Collier: The executive 
vice president of the Advertising 
Assn. of the West has been named 
that group's Man of the Year. 
Charles W. "Chick" Collier will be 
honored at a testimonial luncheon 
to he attended by more than 500 
western advertising executives Feb. 
21 in Los Angeles. The first dean 
of the School of Advertising at 
Golden Gate College, Collier also 
has operated his own advertising 
and i:)ul)lic relations firms, has been 



western vice president of Alpha 
Delta Sigma for four years, served 
as director of the Advertising Coun- 
cil, director of the national Brand 
Names Foundation and as a mem- 
ber of the U.S. Department of Com- 
merce Committee on Advertising. 

Twin Cities shops merge: D. D. 
Knowles and H. J. Schmidt have 
merged their individual operations 
and formed a new agency to be 
known as Knywles-Schmidt Assoc- 
iates, Marketing/Advertising. Don 
Knowles has been in advertising, 
marketing and graphic arcs produc- 
tion for more than 40 year^, most of 
them in Minneapolis-St. Paul. Dur- 
ing those \'ears he speciahzed in 
industrial advertising and was one 
of the founders of the Minneapolis 
chapter of N.l.A.A. Hugh Schmidt 
has spent the past 17 years in mar- 
keting and advertising. His back- 
ground is largely in consumer 
goods, radio and tv advertising. 
He was formerly president and 
general manager of a tv station in 
Corpus Cliristi. Offices of the new 
agency are at 212 South 6th Street, 
Minneapolis. 

Adds three banks: A.T.U. Produc- 
tions, producer of "syndividual" 
filmed TV commercials, has signed 
three additional banks for its 
Friendly Bankers commercials ser- 
ies. The new clients are Charles- 
town Savings Bank, Boston; Secur- 
ity Trust & Savings, Billings; and 
Coimcil Bluffs Savings. 




New tape shipper 

/Vf'ic from 3M Co. is a shipi>inf; ami ator- 
(ijic case for and 72'/^" reels of 

Scotch brand video tape. Equipped tiith 
pressure pads to protect the reel, the case 
.stands, and comes with a carrying handle 



NEWSMAKERS 



Ed \\'alpert to Philip Klein Adr 
vcrtising in Philadelphia as vice 
president. He was vice president ill 
charge of marketing for Renuzit 
Home Products Co. 

Paul J. Cra\'att, Jr. to senior 
vice president with C. J. LaRochie 
and Co. He was senior vice presi- 
dent and management account 
supervisor at Foote, Coire & Belding- 

WiLUAM B. D. Putnam to Ken- 
yon & Eckhardt as account super- 
visor. He was formerly with Arneri- 
can Airlines. 

C. M. Britt to vice president and 
account supervisor with Benton ^ 
Bowles. He was vice president foi' 
sales and services with Frontier 
Airlines. 

Edward J. Smith to account exec- 
utive with Hazard Advertising. He 
was with Kastor, Hilton, Chesley, 
Clifford & Atherton. 

Thomas G. Fallon to Kenyon & 
Eckhardt as account executive. He 
was previously with Colgate-Palm- 
olive Co. 

Lynda K. Woodworth to Johli 
W. Shaw in Chicago as Tv/radio 
production manager. 

Dennis M. Altman to vice presi- 
dent and creative supervisor with 
Earle Ludgin & Co. in Chicago. He 
was vice president and copy di- 
rector of Post, Keyes & Gardner 
there. 

Robert R. Etienne, Albert W. 
Spence, Jr. and Clifford H. Wolfe 
to senior vice presidents with 
Danccr-Fitzgerald-Sample. 

Neil C. Lindeman to account 
executive at Sudler & Hennessc)'. 
He was sales coordinator of \Varner- 
Chilcott Laboratories. 

James PI. West to director of 
broadcast services for tlie Griswold- 
Eshleman Co., Cleveland. He was 
with W-dde Advertising in Chicago. 

Robert Colburn to account ex- 
ecuti\'e for Colle & McVoy hi >lhi- 
ncapolis. He was previously with 
the W. D. Lyon Co. of Cedar Rap- 
ids, Iowa. 

Anthony D'Onofrio to Robert A. 
Becker as account executive. 

G. C. McKelvey, Helen G. 
Coyne, Edmund M. Kagy, David L. 
Stasiiower and Edward A. Hinkle 
to vice presidents of Lang, Fisher 
& Stashovver in Cleveland. 
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%Bffial deptrtfiJ first Phristm?i5 at Mjlwiulcefi'f new De Sfles Preparatory Seminary 

Siatues & altars on TV 



l^ilwautlee SMpplisr f&r cfiUTGhes ancl religious groups 
s-mi's up NaW-hour Christ rOPB Eve special on yi/ISN-T1/ 
to **h5elp SiplrttUal awakening" to meaning of holiday 



tfpe of program to; do. 

Moiedex decided he'd like ta 
feattira the choral growp horn the 
iimw $S-railli©n De Sales Prepstra- 
tqry SerartaaTV iii Milwaukee (his 
c(3Jfipttt)? $M$igi\&d and installed 
tliiB sanctuaty wall, m^to altar tabicj 
Cfiicifix, canopy 5 candelalaria, plant- 
ets,, comiminion rail, statuary, 
waliwt sanctuary iTiUes, and sta- 
titms of the cross in the cliapel, as 
Well as th^;; eight marble altars in 
tire OratOTV adjaining the sacristy). 
He also ^vaiited.. to pxjirtt out tlris 
s*as: the first CljristnTas celebration 
Itt the ne"^ lernlnary, 

WIM-TV prodtifitton rnamagBr 
'Kmi Waligorski decided to .go oat 
to the seminaiy arad! locik around 
for Mw;, father tban take tlie easy 
way of iBer-eiy pladtig the choral 
gftjup on riS'&Fs in oite of tb'e sta- 
ti:an*t studlas and shaotln:g \^arloixs 
angles? for a balE-liexn- a^aiwst drap- 
ery or -a iat te£l«groltod.; He met 
with lligc. Lortli Ei Ri^edfl, WI,A,| 
rectof of the sernlnar|?, and in tbeit 
dismartiens the shmir bEg«n to far- 



ik-A WMMmt' tliat swppllHs altgfjr% 
st«m©S|. aflji ^hm sttpplifi » 
c} .■■■■l'-"s and teligiou-s organfra- 
tioiB a pyofpeot 'loi:. tetesi'sion? Al- 
tlarodgb thiM type dt service is- not 
GonsMmer' oaciented. and do.'^sn't ha^e 
a flai^ flaattet aMaeal, one company 
in tliil feiianess 4e^$fad, to s:ponsoi- 
a halB-liow- Cltfi^ttJias Wm show m- 
u goHd-will endrnwor. 

Seweral wsefe before Christmas,, 
Manttdet IjoternMional Statua-ry and 
Allan. Infi>i '&i MlWsakjPe, gQt to- 
getlifsr with WISM-T¥ in that city 
to dlsEttst tlie appropriateness and 
sffgclH^enBss of telsvision for a ser- 
Y-ieg sticb as it prof tdes,. Pres-ident 
Xtoiy mid WIiN-T¥ a!e- 

emm mm Miik© S-bani *'We are 
wot as- imich. oonceinsd 'with pro-- 
ptttin'g mm product a» ^witb helping 
l^nd to the Christmas season a spi- 
ritual wWAlkMrng, of the. 'fms .nraan- 
lirg of 'Clalsrt' 'MrtMif 

Wmu sMgpisted sponsorsitip; of a 
program;,, .-aind a hmlf-how '^.ehicle 
WlS!S®i*eed ottwifll tlie understand- 
ing 'iiaftb-e M«fMkr -Smles .laeiMgfes 
'he brief % ery :iDfl^#llf Mow 



mxdate itself. 

Waligorski saw the possiHlity of 
doing the entire shOw from the 
seminary, on tape^ graphically vis- 
uahzlng through the medium of 
tele¥ision exactly wbat the first 
Christmas at die new complex was 
Mice. He toolc a camera erew and 
mobile truck ta the seminary and 
spent a day in production. 

While there was a definite plan 
foi' the sequence of sliotSj they 
weren't done in chronological ord- 
er- The audio for the choral selec- 
tfons \9as put on tape at the semin- 
ar)' in the chapel with the chapel 
organ,, and in the auditorium. A 
composite vlde'J tape was niade as 
well as a cornposite audio tape, and 
th.e two were then blended and 
synchronized at the station, with 
the narration put directly on the 
tape at that time. The finished pro- 
dutt WAS called First Christnias at 
De Sales, 

Moroders sales message was 
short, subtle, and done in good 
taste. It consisted of a £0-second 
opening and a 30-second close. The 
only other mention of Moroder's 
name was a comment during the 
liairation, concerning sonie of the 
articles it supplied for the semiu- 
arr. H 
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TV MEDIA 



TV fares badly in print study 



Belden finds 'opportunity for advertising exposure' 
in TV is less tfian tfiird tfiat of newspapers in survey 
completed for Texas Daily Newspaper Association 



THE opportunity for advertising 
exposure in newspapers and 
television is the subject of a new 
research project conducted by Bel- 
den Associates for the Texas Daily 
Newspaper Association. Among the 
conclusions of the study are these 
points: 

Among adults, 17% are available 
for exposure to tv commercials 
during the average station break 
time period throughout the day 
(9:30 a.m. to 9 p.m.) while avail- 



tv station break commercials. 

The opportunity for exposure to 
the average, or typical, newspaper 
ad increases as income increases, 
while the tendency is the opposite 
for television; i.e., the largest audi- 
ence per station break is among 
the lowest incomes. 

The study was conducted in 43 
Texas markets and three in Loui- 
siana. A total of 1,535 heads of 
households were interviewed per- 
sonally to obtain general media 



Opportunity in Newspapers and TV 
Compared 

While exposure to a television commercial is limited to u specifit 
time, the life span of a newspaper ad is at least 24 hours. Thus this 
comparison is possible. (Available for exposure, per station break 
time period versus per display ad page.) 



ALL-DAY AVC, 9:30-9:00 
Television 17% 
Newspapers 54% ^ 

MORNING, 9:30-12:00 
Television 10% 
Newspapers 54% 



AFTERNOON, 12:30-6:00 
Television 15% 
Neivspapers 54% ^a?;? 

NIGHT. 6:30-9:00 
Television 28% 
Neivspapers 54% 



able for exposure to the average 
newspaper page with display ad- 
vertising are 54% of adults. "While 
exposure to a television commercial 
is limited to a specific time, the life 
span of a newspaper ad is at least 
24 hours," the report states. 

45% of all adults missed by tv 
on a given day are available for 
exposure only through newspaper 
display ad pages while 18% of 
those missed by the newspaper arc 
available for exposure only through 



data, and obtain the data for ex- 
posure to newspaper advertising. 
During the personal interview, 
phone numbers were asked, and 
telephone interviews were later 
attempted to obtain television ex- 
posure information. Of 1,230 tele- 
phone homes, 1,154 interviews were 
completed. The 1,154 constituted 
the sample base. 

In a section titled "RatioTiale of 
the Study,'' it is noted: "In search- 
ing for areas common to both news- 



papers and television, one arrives 
at two elements fOiind in each 
medium: time and space. The ad- 
vertising message is limited by 
space— a page in the newspaper 
and a screen on television. The 
message is limited by time— the life 
span of an issue of the newspaper 
and the period when a commercial 
is televised. 

"If we can agree that these ele- 
ments provide a basis for compari- 
son, then the problem remaining is 
to find levels of performance of the 
two media where the comparison is 
equitable. And we must select per- 
formance that is measurable." 

The "Rationale" notes four levels 
of consumer behavior considered. 
For newspapers, they were: a daily 
newspaper is available in the home, 
the individual reads a daily news- 
paper, the individual read the is- 
sue of the daily newspaper contain- 
ing the advertiser's message, and 
the individual looked at the news- 
paper page containing the adver- 
tiser's message. For tv, they were: 
a television set is in the home, the 
individual watches tv, the indivi- 
dual watched tv on the day the 
advertiser's message was telecast, 
and the individual was in the room 
with the TV set on during the ad- 
vertiser's message. For both media, 
the last level was chosen, the re- 
port states. 

"For newspapers: A person has 
an opportunity for exposure to 
newspaper advertising when he 
looks at a page with display adver- 
tising. In this measurement, what 
he read on the page was not con- 
sidered. If he looked at the page, 
even if it was just to; see if there 
was anything which interested liira, 
the page was counted as having 
been looked at. Looking at a spe- 
cific advertisement is affected by 
the attention value of the advertise- 
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EOfii?!, -ftijd thfiisefore goes he^and 
ftti Imiftfea of tlm newspaper 

for tele^fs^iou., the report said; 
person hm an oppottiinitj iof 
Bjqposure tio tBil,e»#iSn »fl#fcriistiig 
^hcxx he li itt a mm ifWi & tele^ 
yM&i fiSt .ta ^ tefttg the showing, 
tl Et|flajmfts#irfs, T*o f tnader tke tele- 

I ffeiipj nagaaireiiTent comparaHe to: 
Wfiwspapsr measjaremert, what 
the person "was doing durittg the 
ghowtng of the coroittertMs W^' 
not considered. If he waS ill thfe 
room with tlie television set oja 
during any part of the eommer^ 
cials, it he was reading or 

j talking or left the room diaring pail 
of the eommereialsv he was 
eoimfed as: trciiig availalale for the 
rf^d^seJ^s 'iafe^iage.'" 

Wmt beth the newspftpej and 
t#f#f^Moli me&aiiefimeMS, tllenj the 
rfprt, -salC "^tfe -is, the level at 
wfedj tlt& opyortmiityj ar ava,ila- 
e*^: '^ -eiEpDsed to "the 
adi^ferffeser's jg^ss^s^'' 

Tkm stady xeports 12% of house- 
holds ha:re iv, 4S% are at hoiiafe, 
m the :t«©raf % "kdtm^Bm 9i3Q a,m, 
mi 8 pA^i.. mA If fa 1*6' ivailahte, 
sMom m§ w- %M m pet 
^gl# st#iott IsEeafe time ^lo.4, 
The latter 5s composed of a 10% 
average In the pre-tioon hoiirs, 
1S% m the afternoon, and ISf'o 
fi^aO p.m. Dn the Either hand, 
1 is Slfr hasr& a daily 

'Hfiwsp.prj SS^% hoh saf the. mm- 
singte page- !® wiel«#ay% tad 
S4¥c: are avallaMe for newspaper 
adarertisSngj exposure, look at the 
uMfago sfngie display ad page on 
weeWa^ Fbr the Tarions time 
flribds, the -ff'il^res are as above,, 
■A*bil# t^ S4:P iir iftiisvspap:^rs is 
used let ^ 4w parts* 

The Belden study also reports 
breafedoBms of the newspaper and 
w data by demographic character- 
ISjim T3m M>% total for news- 
p^Pf ®?plliaie, for example, di-^ 
yides iftli, 51% of men and 57% 
dE woraenp by education, 58% col- 
lege,^ all or part, 58% high school, 
i^l Or ^rta and 39% grade school 
if lass. Wm m, the 17% availaljle 
tlf ill p»:ple= is an average of 12% 
fisr njen^ itiJ 21 . . i womei^; by 
;eduoatio% 1|^ college, all or part, 
Mgh sebool all or part, and 
W'^» grade school or 1ms. ■ 



REMUTTINat THE REBUTTAL 

In its issue of Sei>t. 23, SPOHSOR published the results of a 
study on newspapers and television prepared by WJXT, Jack' 
sonyilte, Florida. Shortly thereaftier, John H. Murphy, exeeu- 
ttve d&eetor of the Texas Daily Ifesw^paper Association chal- 
lenged the findings, calling the information an "apples and 
oranges" comparison. Murphy noted the fortheoming study by 
his organization, saying "Your readers will find it very stimu- 
lating, I think, also objeetive and we hope not unfair, either" 
(SPOMSORj Oct, 14). When the Belden study was released 
last week. Murphy also provided a copy of it to James A, 
Lairdon, WJXT research director. Following is a copy of 
Landon's reply to Murphy: 

''In your tetter to mB last 0!?tpber concerning (FJXT's neuuspaper-TV 
research, you 0$presS0d dissmMoction with our '*apples and orangBs" 
cowpMtisOn betm&en Starch Readet^Mp scores and NMsen viewing 
figures, I fait to see where your comparison is any more valid. Your 
study compares actual recali of being present in the room during TV 
commercials (the resultant percentage^ are about half the size gf 
Nielsen pr SKB sets-in-use figmejs and therefore half the size of the 
mm&ured TV audience of any one time) with wewsipaper page exposure 
[the resuTtant percentages are about tu}ike the site of average readership 
scores.) tn ether words, you have measured exposure to TV cominercials 
but you have failed, to measure exposure tpi newspaper 'ads' (not pages). 

"More important, you have disregarded the 'cost factors' which are of 
extreme importance to the advertiser. In your letter to me, yOu stated 
that "an advertiser seldom buys one cotnmcrcidl. Be buys a number. 
Whereas in the newspaper he buys just one ad." Naturally, Mr, Wurphy. 
because an adw-rtiscr can generally buy a nfumber of TV commercials 
for the price of one ad. T&w^^^ reports that nine out of ten adults 
read a daily nem^sipaper, Sincje the study was conducted in 46 cities under 
the spons'Orship of 52 daily newspapers^ an ad:uertiser probably has to 
buy space in almost all S2 newspapers to reach nine out of ten adults 
Also, how-nbovt the adudts Using in the <MStside areas surraunding the 
"cities" in whiAths mxvs^ tms mnimted? WpMrmmy TV stations 
would an ad'um'^m- -^m m ^kmf te: liMfc the same— or even greater— 
penetratifon? 

*^ fSjif hat'e interpreted the methodology <f.f your study incorrectly, 
but it appears that fau went through the newspaper page-by-page with 
each respondent and then asked the same respondent about expositre 
to only one station break. In other words, you gave each respondent an 
cpportunity to report exposuf e to 'eifery' newspaper page but to only 'one' 
statiffn break! Yon deny TV the opportunity to cumulate a larger 
aHdience 0«er the cojurse of a number ojf station breaks (remember you 
Said an adtertiser buys a nuMber of commercials!) . Your conclusions 
misleadingly iniply that adults missing the amrage station break itfaa 
be reached only through the newspaper. 

"Again I my- that comparimgnmmpawrsand TV is not easy. I'm sure 
you don't 'Ske- jour resMarch .erixtcizwd. any mure than lee care^ for onrs 
to he critiei^d. I just wanted to point out that your study is' not arty 
nnOre, of a "eomparablig analysis" than Ours. Nevertheless, perhaps Our 
debaMxtg wM make u« mwe aimre qf the other stdA point of meto and 

■fberjgfare serine a meful purpose." 
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Readejsterling buys 
its first UHF outlet 

The age of specialization saw can 
hardh' be applied to the Walter 
Reade Sterling outfit. Already ac- 
tive in production, distribution, and 
exhibition for tv and motion pic- 
tures, the company has just acquir- 
ed Atlantic Video Corp., holder of 
a construction permit for uhf sta- 
tion in Monmouth County, N. J. 

Seller held the broadcast license 
for WRTV, channel 58, in Eaton- 
town, until the station suspended 
broadcast activities in 1955. Walter 
Reade expects that, if properly lo- 
cated in Monmouth County the sta- 
tion's signal will cover part of the 
New York metropolitan area. 

The move follows the recent for- 
mation of Walter Reade/Sterling 
Music Corp., a publishing venture 
jointly owned with Frank Music 
Corp., and National Off-Track 
Viewing, Inc., a subsidiary devel- 
oping closed circuit color tv exhibi- 
tion of live races combined with 



legalized off-track betting auditori- 
ums. 

NewWABC-TVsales mgr. 
is Barrett Geoghegan 

Recently an account executive for 
WABC-TV and formerlv sales man- 
ager for WABC . jMtej^ 

been assigned W" ^^^B 
sales manager s^^y^l^^^^'^f' 

ecuHve trai'n- Geoghegan 
ing program, later became national 
sales coordinator for the New York 
radio station, and, until fuly, was its 
sales manager for three years. 
W^ABC-TV also announced that 
John S. Kirk, former assistant sales 
manager for WABC-TV, is now 
sales specialist for the station. 



NEWS NOTES 



New Official venture: Seymour 
Reed, president of Official Films, 
has announced production of a QG" 
minute special, described as a "piC' 
torial document covering the major 
military decisions which determined 
individual Allied successes and 
eventual total victory in World Waf 
11." The show, tentatively titled Tim 
Last War, will be offered for net- 
work sale. Official is also preparing 
a one-hour biography of John F. 
Kennedy, for release after the 1964 
presidential election. The program 
also is geared for network sale. 

Panel selected: Neil S. Blaisdcllj 
mayor of Honolulu, has been nam- 
ed chairman of the panel of judges 
which will select radio and Tv sta- 
tions as winners of the newly cre- 
ated Community Service Award 
presented by the U.S. Conference 
of Mayors and the Broadcast Pio- 
neers. Other judges are T. A. M. 
Craven, consultant to the FCC; 
William S. Hedges, a former NBC 
v.p.; Sigurd S. Larmon, former 
president of Young & Rubicam;, 
David Lawrence, special assistant [ 
to President Johnson; PrOf. Leo 
Martin, chau-man of the College 
of Communication Arts of Michi- 
gan State U.; and Neville Miller » 
Washington attorney, former may- 
or of Louisville, and former NAB 
president. 

Seeks extension of relaxed radia- 
tion rule: Having lost its battle 
against last year's all-channel Set 
legislation, EIA is at least trying 
to pave an easier road to the early 

1964 production deadline. It has 
filed a request with the FCC for 
a year's extension — to April 30, 

1965 — of a temporary rule which 
allows radiation up to 1,000 micro- 
volts per meter, rather than re- 
version to the VHF allowance of no 
more than 500 microvolts per meter. 
EIA information showed improve- 
ment in the radiation ratio since 
1960 based on measurements by 
ten companies, but addad that 
more production experience on 
current designs and pre-produc- 
tion experience with advanced de- 
signs are needed for accurate 
evaluation of capabilities. Both 
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24 sheets to the wind 





Full-size preview of KATU's (Portland, Ore.) billboard campaign was 
presented to station mgr. William Ilubbaeh by representatives of Geyer, 
Morey, Ballard and C. E. Stevens Co. The 24-slieet poster was second in 
a teaser campaign thcmed on "Pantoscopic View," promoting station's 881- 
ft. tower and antenna. L-r are GMB v.p. and Portland Mgr. John Bruce; 
Ilubbacli; GMB acct exec Allan Ilalverson; & John McWilliams of Stevens 
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ttiniis vfll' te if«qww4 to iiTipld- 
moMt Ae; jffl-ckannDl set me^m%&- 
imnt VfhkMi. goss teto islfeiEft Aprij 

''On&'&mkf^s General EducatiSM 
DiV* is ofctlng an Bweuiiig ncmrse 
(if |ifiiit5lOrtal jtMtoiiig in tpv, in- 
#rH3iug ]3oik tMiwi&&l and ergative; 
itifdtes,.. Fuxther infoiifiatimi is 
as^HiiOile; frim Dm?. »f General 
MMmSimg, HTII^ 1 Waslifegton 

Ql^iqpIfGs celebiatiom To proftiote 
its sff^ragE of the 1964 Winter 
O^ffljlrii® fifoiu Imnslaruek,, Anstria, 
KAa&T¥' 'hm Angeles invited 500 
refT^entatiFBs ©f agsnKies, elientSj 
jprfisSj and oawQ orgianizatioits t^ a 
Winter CUympic Cami3?al. For the 
fSr% ABG'Tf % EolljnvQod IV 
sKiMtfr ^gs! txaftsfetrnel intjo' an 
al|iiiie.-ty|ie •villagSj. eoKtfJ#© 'tjatll 
snow, and Tyrolean hats and SQarfs 
:fgp the §as^. 

1;SF^ #\^'ed'ish; Wmiem hofcott:: 
Jffl»ing-^h«nd» WIMB^tfe^ W,, the 
boaid, of direetots of iiereien Abtors 
GBtH viated unaniinowsly to join 
x»tth Bcfclsh Actors* Equity and 
etltW IjiSgtipeaji and American ac- 
ttars* uaatM!! ja 5'Wt|i0rt: -Ci the Actors 
IJnittn of §x«e(Jgn Sj its strike in 
tdevMon against tihe Swedish fe- 
ilo and Ty Awtlnoritf^ which re- 
adied "hv *l0(Mn$ out" the actors 
f toffl efEffpIayuieflt iO Swedish, sound 
radio pp^affls. AD SAG rnetnbers 
vfSll be iijslna;#gd that they shotild 
not aecept any engagenients in 
S^§edlsh ac¥ or radio without first 
ihefiMirg withitllB Guild. The S*ed- 
isi A«tSrs Utitoxi has hmn ni^goti- 
itijjg, wjfh the TV md tsdm produ c- 
tiott coMDjyariy siAce Februry 1963 
£ar the purpase soi obtaining 
erea«ies' in Ims. 

th§, sinini of mhv$ GraTninatically 
it may he a mixed metaphor but in 
Kansas it's selling color television 
sets. Here's 'hosF if -swr^ Th.e ^Kan- 
sas- 'Site Bewail; slatiiWS, &:®:d 
with ftee profelcM piowoting color 
to viBwrs watclnirg lsWk«and- 
white sets,, decided that the only 
n^f 'wes t© get; (he^Mea ^of -mlw' 

jto^iCj iuiig by i feffiale rejciihst 
and accgnipaBCifd by a Eombo of 
isrft guitar,, "Kibss,. and hms., For 



fftstalceg, one jmgh is "K/iRD-TV is 
«llta-, FARD-TV lor mc, KARD-TV 
is oolori, eolar k ft'ee tfn ehanncl 3." 
AccordiKig; to recent surveys, 5% of 
tlic K8N-TV audience had color 
stfts priOJ* to this promntion, and the 
figure fc no6' estimated at near 7% 
m nvm 30,000 color tv hoines. Sta- 
tions in the network are KARD-TV 
Wichita; KCKT-TV Great Bend; 
KGLD-T¥ Garden City; and 
KOMG-TV Oberlin^MeGook, 

Heads Capitol elute Lester W. I^in- 
dow, ejsecutive director of tlie Assn. 
of KJaximum Serivce Telccasters, 
has been elected president of the 
Broadcasters Chib of Washington 
for 19j64, succeeding Joseph Sitriok, 
of Blackburn & Co. Otlier ojQBces 
for the year are chairman,, Robert 
Kennedy, Kear & Kennnedy, eon- 
snlting engineers; vice president, 
Henry Hau, M'OL; treasurer, Rick- 
ard Stakes, WMAL-TV. 

Benny heads home: Jack Benny 
renews his long-time association 
wth NBC-T¥ tliis fall with a 36- 



minute series now fully .vjionsored. 
State Fiu^m iMultiuJ Autrmiobile Jn- 
Suranee of Rhiomington, Mieli., has 
half the show. The other half Jias 
been purelmed by Miles Labora^ 
tories for Allca-Selfczer and Oiro- 
A-Day Vitarnins, via Wade Adver- 
tising, for .52 weeks. The "39-yeur- 
aJd" Benny was first aired by NBC 
Ifeldio in J 932, and last appeare^I 
on the network on a Bob Hope 
special in 1952, 

Weaver o" CBS-TV: Sylvester (Pat) 
Weaver, former piesident of NBC- 
TV, will appear cm a CBS-TV show, 
Akiinrd Fun, a^ a member of the 
panel from Dartmouth College, on 
Jan. 26 (5-5-30 p.m. ). Representing 
the opposing team from Marquette 
U. will be ABC Radio'^ Don Me- 
Neill. 

WometcQ bonus; The board q£ Wo- 
metco Enterprises, operator of five 
TV stations, has increased the eur- 
rent dividend payout to stockhold- 
ers by 11% by deelaring a regular 
quarterly dividend of 14|? per share 





Qet a gjrea:f jingle, that.'s bow* 
Studio Ten productions. 
Sty dip Ten is new, and )?oung, and 
vig?)rBUs. Studio Ten has an outstand- 
ingly areati'fe taient-team. Studio Ten has 
really big tacilities Plus the best equfp- 
ment In the busLnBSS. 
Studio Ten is already garining an enviable 
reputation tor reriabiUty, 
Tear out this pagfe, serrd tt to StudlOf Ten, 
and you'll get your very own jin^leman 
by return mail. No obligation, except to 
listen ts bim for five minutes. 
V&"d like ya:ur businessi. How about it? 

§TUDlO TlEN PRODUCTIONS 

SUITE rata, exchange bank bLdg., ErALLAS. 
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Sunny ties up what the 
"Sunshine State's" business 
magazine, Florida Trend, 
cites as "FLORIDA'S MAV- 
ERICK MARKET." 

WSUN's home county has 
the nation's highest incidence 
of auto and stock ownership; 
brain power industries; high 
discretionary income . . . 
Florida's 2nd market should be 
1st on your list. 

WHAT A MARKET, 
AND SUNNY SELLS IT! 



WSUN 

TELEVISION - RADIO 

TAMPA-ST. PETERSBURG 

Notl. Rep: VENARD, TORBET & McCONNELl 
S. E. Rep JAMES S AYERS 



on common stock (Class A), and a 
quarterly dividend of 5'^ per share 
on Class B stock. Dividends will he 
paid Mar. 16 to stockholders of 
record on Mar. 4. 

Senators on TV: WTOP-AM-TV 
Washington, D. C, has purchased 
broadcast rights to the ^^^ashington 
Senators baseball games for the 
next three years. The new contract, 
which cost the stations about $1 
million, begins with the 1964 sea- 
son. All the games will be carried 
on WTOP, and up to 35 games a 
vear will be telecast on WTOP-TV. 



NEWSMAKERS 

Peter Bonastia to sales account 
executive for WCAU-TV Philadel- 
phia. Jack Leaman to national sales 
representative. He was an account 
executive with Arndt, Preston, 
Chapin, Lamb & Keen. 

Gerald F. Conway to director of 
public relations of Subscription 
Television. He has been a principal 
of Communications West in Holly- 
wood. 

Robert E. Allen to marketing 
supervisor of CJAY-TV Winnipeg, 
Manitoba, Canada. 

Bertrand M. Lanchner to the 
business affairs department of the 
CBS TV Network as director of 
contracts, sports. He was director of 
business and legal affairs with 
Lawrence C. Gumbinner. 

Morris Roizman to Time-Life 
Broadcast, reporting to the head of 
creative programing activities of the 
broadcast division. He is a film pro- 
ducer and editor. 

Dan Valentine to promotion and 
advertising director of WSUN-TV- 
AM St. Petersburg. 

KiNCH S. Haulbrook and Bob 
Edwards to the sales staff of WFBC- 
TV Greenville, S. C. 

Milt Hibdon to president of the 
Hawaiian Assn. of Broadcasters. He 
is general manager of Honolulu's 
KULA Radio. 

Gordon West to film manager for 
WCAU-TV Philadelphia. He was 
film manager for KMOX-TV St. 
Louis. 

William J. McCarter to general 
manager of WETA-TV, educational 
station in Washington, D. C. He is 
development officer for National 
Education Tele\'ision. 



TOILETRIES 

TYCOONS 




buy WNBC-TV. Top names in the 
trade all know it's the most effi- 
cient means of reaching— and sell- 
ing—New Yorkers. Among the 
tycoons: 

Alberto Culver 

Avon 

Hazel Bishop 

Block Drug 

Bristol Myers 

Chesebrough-Ponds 

Colgate-Palmolive 

Coty 

Helene Curtis 

Dovy Chemical 

Jergens 

Lever Brothers 

Procter & Gamble 

Take a tip from the toiletries field: 
whatever the product or service 
you have to sell, do it on WNBC- 
TV. . . . Results: beautiful. 




WNBC-TV 

NEW YORK 
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TIMEBUYEirS 
CORNER 



qr^featoT in ian Fran^isi^ Bot^ferdj Ooii- 
staaMnEB iIe Sardtier foaai wmt masst oM^ffSs has 
hm^A taraifirfeifl^d to ihs ageney's Japan, subsidi- 
ary. felRtfe^a^ «hfiBe*h& bec^ vice president 

cff\SttrfKg; Ct»^«atlnc tlrtgtttatiiD'Ma']^ 
Q^lm&sik will "bM m^}miMM -SMmr seeding 
smh 'BOJ-aMjai'iits as Jjtfaa Ms^ iMs^'Smm^ 
Distilp's^ and AeagiMfaii latptnatiiiffai iJndtiH 
writers, lefnre |oinin»| Batslord ejtfly lai^ f^STj 
to liad Been: naedi^ smperwsjsr &sc KIJDD In 
"ba#i: MemYolSk and San 'Francisco, 

* ti mp,. a ^«:k#«i JaSefh Baoeis has 

teen .'^keted fJeg prssilfitft-Wiedci; *l E« 
-Ikbraw IPMlad-elphial, Mg wai law^flj- .TOMa 
Jltectar at the £^srmf, 

■I f fltBfil. jlBjtsi Eunafffl-: Bata "'^enn' has ^been 
apptitoiid; a, .fl«dia. buyer at Bttmrill :(Mew 
fm%, ife mfll 'Ija assig«id, ■» leth coastimer 
and' in^jastyial mmm% b«l 'speelBfi aisfp.- 



aiie dflwfs, faiyin:g- and siting 



niints ha*^ ni^t yet been anflauiss&d* Brfsiri 
Jijtning JRnimrill, Rita was print media supgr^iwr 
and tfievisian buyer for Dohe^tf, Giiffiard, 
Steers and Slenfield (Mew York), was ia the 
media department at McUann-Ericfeson before 
that. 

■' Jfiw f i£)A sewiit^ sfJld'entSj l,,|>;¥;,E»ii All 
stnifents whu attended the fall s^ssfeitis if the 
IfiTi Time fiuying & Selling Seminar have: 
b^n sent qaestisinnaices by the head af the 
Seminar Hanliitig Gonimittee, AlPetgen (AH^SJ, 
Thfi fuistiDHs itlMttded in the tw9-page mailer 
ate possd to gauge the reaction of tihe students, 
to the course, and to gain knowledge €f tte 
business haekground's of those attending, as a 
help in planning future sieminars. Students are 
urged to fill out these questiounaires and return 
thim H IRJS; in N&w York as quicMy as 
possible. 

■ IHuyer fetomis a s'dlifj Eruie 'Metealf^ has 
foifted Spat Time Sales (New York) as an aes- 



'-'1, afplatti Iflle statibrf paokagltif of sports :attd ;n«tf' 
1^0^^^ sa^iafegft-ciesi, as the adMttiset ft^ MSfe 
mm Iftgma ;tf s&tefitifttf pweAwiag 'ihfe Mrt: 
■oi :spttt ti|te?iyi0%'*''' sa^s N^iwaij^ Geafg "Kummel'. 
IKeiw &rk): assiitant TK,p, mA assoftiate m«dia ■dfeeietaT 
ihel Hoden. Shd explatiiSy *Oppartunis:tiiBalIy for the 
fMflctt^ psHfefeging of speeifie adjaGeneies .normally 
|pii:ftclfi tereuue far the ^'mitumL «teged l&r 
these spertA It al§o rfUrtlfCf iafi,eassf^_;#«oathi»? 
ally ha-ttiig to sell one-'dmf a4|a'etW#ifS.'a;stlWP'e ifeMts 
Ma Aed* 'Shel, 'who ts' -Graneemed. -isjith the fieFtz, 
"^aselfce haif to.nl% and Schiek eleicfeic razor aBcounts 
foffied; the agfifief four years ago as a. 'medJa 
Imfm^ ife th¥it fsati -ts « laseft'Wf e on, the imm 
mmmiA at Ktikyejffl- % Eikhsrils He "bj^gn; his -^eer 
^th "M. R., Mtepapns Tesearfh ftraa, latei 'went iiito the 
eift©flffl*e training 'prOj^iam at Cmmingham % Walsh 
i^Aife his; MM- jSt fc^R A m-ember of ^ the ^Earamusi 
JWfir -Qhamtef af^G.tmmmiifi> .SW mAMs wSe Ahlf^ 
" tbefr f^o soiM m^«. th^r h«M 'ill Isgfgfln, r. 
'Jjersey'i.. 
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TIIViEBUYER'S 



January 20, 19jB4 



eoimt exec. Erjiie was a media buyer on the 
New York Telephone and Pepsi-Cola accounts 
at BBDO (New York). 

■ Byrne joins Wesley: Michael B. Byrne has 
joined Wesley Associates (New York), where he 
is assisting the media director, and is directly 
concerned with media evaluation. He was form- 
erly with Norwich Pharmacal as a marketing 
specialist. 

■ Amurol Mints testing: Amurol Products 
(Naperville, 111.) has found ethical medical ad- 
vertising successful in selling its Amurol Sugar- 
less Gum and Mints, and is now launching the 
mints via consumer advertising. An eight-week 
television saturation test campaign, utilizing 
20s, will start in February in three markets: 
Cedar Rapids and Waterloo, Iowa; and Muncie, 



THREE ON A CARLTON BREAK 




TIME FOR A CIGARETTE: A trio of meSia men at 
Gardner {St. Louis) celebrate the Ameriican Tobacco 
Conipany^s assignment of its new Carlton cigarette 
account to the agency. L-r are Robert JacqUemin, media 
gejieraltst; Stephen W. Rule, senior media generalisti 
and Don Fineberg, agency's mndia planning assistant 




SWEET SPOTS: photo is from TV spot fw AmHrol 
Sugarlass Mints. Series Of 20s will be run in three test 
markets ne^t month as majcer tries consumer ais 



Indiana, The spots feature a series of situations 
iiivi3lying a teenager, a mother and daii^ter, 
and a motorist, who "when they have a desire 
for something sweet," are urged "to satisfy it 
with an Amurol Sugarless Treat." Fikn-Makers 
handled production of the commercials, which 
are photographed by Ron Seymour. Agency is 
Jones Frankel (Chicago)* 

■ 'TThat Bud , . . That's Beer!" wiU be the maifl 
copy line for Anlieuser-Busch's Budweiser ad- 
vertising in 1964, wliieh will continut to pifture 
typical beer drinking situations, and will also 
include a series of %eBT talk" ads and commer- 
cials. Campaign will utilize radio and xv, plus 
national magazines, autdoor printed bulletins 
and posters. A series of ininute spots has been 
purchased in NBC-TV's T<mighf Bhow, as well 
as radio and tv spots (20s, 30s, and minute^s) on 
some 450 stations around the country. Sched- 
ules began early this month. 

TV BUYING ACTIVITY 

1^ Volvo automobiles reported bnying for a drive 
of fringe minutes and prime chain breaks dixe to 
start the first week in February. Flights of un- 
disclosed lengtlis will be aired throngh the end 
of June. Pete Berla is buying for Volvo at Carl 
Ally, Inc. (New York). 

^ Simoniz looking for fringe minutes to push 
Master Wax in a campaign ejEpect^d to Start the 
end of January for a four-week run, Biiyer at 
Dancer-Fitzgerald -Sample (New York) is Dick. 
Nagle. 

► Wise potato chips planning a five-week drive 
set to start the end of January^ using fringe: 
minutes and prune 20s. Buyer is media fliteclor 
William MoLaixghlin at The Lynn Orgafiization 
(Wilkes-Barre, Pa. ), 
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Network Keats up bean pot 



i|j(?rtp-fi HouBfi safes lup S#.9% 



|r:aPi#e stoked With more 

SUClUMPS 



tte J9#[ ceji^ry is acMef fng 
I tiBw yislbillt|» in tli# 2©th cm- 
ity. The meansi a, coBtenipOTaiy 
[ttttt Hind medium o( commmdca- 
(sfclans, netwQxk radio. The U.S. 
housjswif e seems to get the pictnare, 
ho^^ver, fraOl the aural medim% 
m uspd by this adMrtitgjfj 

MQjefcan Jipti^» Kitiligiis (3f Ke- 
j teas]^ Gity,: IJeKj a ' ne#' prodwict 
fio itefev'oric radio last year, has 
|heejn IjaMajg beans profitably smce 
WSB; The year IMS, howewr, 
fflaiited a i^mmxle new piiate in 
titi 0ii jBWp®iy'-s eafeer. It was a 
periBd '-^hm the test jpglcats we^e 

illed ift fof CQBOplBte fictional dis- 
trJbutioM. At about thji» same time 
Morton House first tooTc to the air 
niittonwld© on, CSBS Radio to tell 
lisieaexs ahout its •^enerablig ©veu'- 
SSted beajlS #iid a Wbiol^ ajray of 
ifewer oeipfetiieTiee- lo^ds, BmM 8f 
laeabs jia^ias tjm MwttiSmg^ ffom 
its. Omaha h»adqu'art&r& 

Tweaty weeks after signing on 
with Arthur Godfrey aiS Garry 
Moore, Moiton House's marketing 
ni0 ipfesfi^t, Lonnie ¥. Merrill, 
wm. tmSf to Jtepart: a M&% sales 
iSjareas^, As fha pw eottiiined to 
bubtte ftt a ga^tisfactoiy rate, Mor- 
tan HoMSB settled down pn radio 
for a second half-icyele with God- 
frey, thai a seicond year, and now 
the ad^'erftfefir retdsr to add a 
aacond MtWWk. 

At the National Food Bfokej-s 
convention last falli Alorton Htjiise 
passed out ba^^eball aaps with the 
lifardj, '*Tha:e s a new tBarn in the 
big lmgite.'*The watchword, theme 
0$ a limcheta Morton House holdsi 
anniu% lor list broteats, spcTls ont 
to a larp degree the cojapany^ 
experiepse with ae|\t*Qr^ radi^v iti 
the oy^inion of Qoii Carlos, Bo^ll 
& ] supervisor on the a<jcoxinf . 




Mmw-Up pi-cmt^-s of Mormn Hoiisis's '-M^ leagud' talent ara vheckeeL by 
il to r) Smrj Sipple, Morton H.ouse ndu'ertisiug director; Dan Carlos, account 
siipervisGr ut Bozell & Jacobs, and Lonnie V. Merrill, vice president of marketing 
tor Martffn Hoftse Kitchens* The display was prepared for preseriixitiOn at the 
Nati'o'tml Assaciatian Foo4 Mrokers' Convpntion in Chicago 



A look at Moiton House's con- 
scientious program of merchandis- 
ing its ads shows that last year's 
record is no accident or sheer elec- 
tronic miracle. 

All seUmg, aU advertising, indeed 
all communication is tied to the 
national broadcast schedule. In any 
message to brokers or retailers, 
Morton Ho'3se strives to associate 
the product with the adv ertisings 
personality. The effort extends from 
routine letters to point-of-sale; dis- 
plays. 

Letterhemi pimgs radio stmws 

Morton House letterhead carries 
pictures; of the network talent and 
a line about the radio schedule. 
In a series of maflings to brokers 
throughowt the year, the company 
einpbasizes the pKoduct-personality 
association. MessagBS taped by the 
talent are featured at all sales 
meetings. All point-of-sale imterial 
is developed around illusttations of 
the network pefSonalities, and 
Morton House people feel it "lends 
familiarity and confideneti in our 
product even in markets where we 
are; new and relatively unknown." 

The network persOnality-ppodirct 
■fSsOGiatioii is cajried oiit in news- 



paper advertising. Morton House 
furnishes dealers with drop-in mats 
featuring Godfrey's endorsement of 
the foods. 

Describing the company's wide- 
ranging program of ad merchandis- 
ing, the agency account supervisor 
says, ^'We feel this strong associa- 
tion is a very important plus bene- 
fit of Our network coverage," 

Morton House'^s style of selling 
is up to the minute, but some 
things don't change. Take the re- 
cipe for the leading product. The 
company's advertising director, Stan 
Sipple, harks back from the "vejy 
exciting" present to: the company's 
founding as he notes that Morton 
House oven-baked beans are made 
by the traditional, slow recipe that 
Was the specialty of the original 
Morton Honse. 

This hostelry was opened at the 
head of the Oregon Trail, pioneer 
gateway to the west, in 1S84 by 

Sterling Morton, first territorial 
governor, \JS, secretary of agricul- 
ture, and founder of Arbor Dav, A 
floor manager at the inns opening 
{"one of the grandest social events 
ever held in Nebraska City," re- 
ported a newspaper of the day) 
was J, W. Steinhart, later to estab- 
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lish Morton House Kitchens, Inc., 
and forebear of Morton Steinhart, 
now chairman of the board. 
Founder Steinhart, when looking 
for a name for his quahty products, 
decided on Morton House as one 
that called up memories of good 
food prepared for pioneers head- 
ing west. 

Nowadays the company is owned 
by its officers, Steinhart, Karl H. 
Nelson, president-treasurer; Vice 
President Merrill, John D. Mullen, 
production vice president, and a 
few key employees. 

The can of oven-baked pork and 
beans remains the leading product, 
carefully prepared and premium 
priced. In addition to the beans, 
now there is Morton House chili 
and a line of packaged conx enience 
foods, "dinner-ready dinners" of 
ham and potatoes an gratin, corned 
beef hash, spaghetti and meat 
balls, chicken and dumplings, 
chicken and rice, macaroni and 
beef, and others. 

When Morton House decided to 
try network radio, it was after 
years of local advertising in news- 
papers and on radio, also in maga- 
zines. Bozell & Jacobs placed the 
original network order late in 1962 



with Roger Huston of CBS Radio 
Network Sales Chicago headquar- 
ters. 

Godfrey's success with the ac- 
count was such that Morton House's 
Merrill, in a report to CBS' Lou 
Riggio in New York gave credit to 
the CBS host for much of the 20- 
week sales increase of 56.9%. There 
followed extensions of the Godfrey 
schedule to 39 weeks, then to 52, 
and now to a full 52- week order 
for 1963, underwriting 10-minute 
segment weekly of the daily Arthur 
Godfrey Time ( Monday - Friday, 
9:10-10 a.m.) 

How does network radio fit Mor- 
ton House's character and needs at 
this point in history? B&J's Carlos 
gives a two-part answer: 

"First, Morton House is dedi- 
cated to selling a quality product, 
and we feel it is important to 
use personalities synonymous with 
quality. Secondly, the use of per- 
sonality-network radio dramatic- 
ally symbolizes Morton House's 
giant step into the big leagues of 
the food business to our broker 
organization and the retail food 
business." 

The techni(]ue must be working. 
Morton House Kitchens will stop 



this year at a seccjnd network inn 
and order additional courses of tl» 
radio diet. Augmenting tlie Gofil- 
frey sponsorship on CBS, Morton 
House will become a regular next 
spring and fall on Don McNeiU'i 
Breakfast Club on ABC. The sec- 
ond-network choice was governed, 
according to a company spokes- 
man, by McNeill's success in food 
sales— no light endorsement, con- 
sidering the source. ■ 

Top CBS brass aglow 
over '63 sales gain 

Top brass at CBS Radio are more 
than satisfied with progress in 1963. 
It was a year in which the network 
set a five-year high in sales, signi- 
ficantly strengthened its position in 
four major markets, increased its 
news and information programing, 
and in which the seven owned sta- 
tions took in combined revenues 
which top the two preceding years. 

With the close of business on 
Dec. 31, sales income for the year 
was more than 50% over tliat of 
1962. Of the 110 different adver- 
tisers who sponsored programs dur- 
ing the year, many were new to 
radio or had been absent from the 
medium in recent years. Notable iii 
this group were Gold Seal Com- 
pany, Millers Falls, and J. M. 
Smucker Co., producer of jams and 
jellies. 

Station payments were approxi- 
mately double what had been esti- 
mated for the year when the new 
direct monetary compensation plan 
went into eff^ect on Dec. 30, 1962- 

Prominent new affiliates were 
VVDOK Cleveland, WFBM Indian- 
apolis, WEMP Milwaukee, and 
^VAKE Atlanta. At vear's end, the 
network consisted of 230 stations 
in the U.S. plus 12 affiliates in Can- 
ada, Alaska, Hawaii, and the Philip- 
pines, with three more stations 
scheduled to affiliate this month. 

On the programing side, several 
new Dimension programs were add- 
ed to the schedule, Marvin Kalb 
began a new, Washington - based 
evening international affairs sum- 
mary called Martnin Kalb Reports, 
and on Sept. 15, the in-depth inter- 
view program Face the Nation re- 
turned to the air. Pat Boone was 
added to the CBS Radio roster of 
microphone personalities with a 
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Bcrcnd J. Slingenbeig, The Netlierlands consul seneial, presents specially 
inscribed Delfit plate to Walter A. Schwartz, WABC-AM-FM (N.Y.) v.p.- 
station mgr., coniincinorating airing of series of stereo prosranis of Dutch 
Folklore music. Presentation took place at reception in Netherlands Club 
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New mjembjer of NBC Radio 'family' 




Marking affiliation agreement bringing KFDI Wichita, Kans., into NBC 
Bad'o "fatnily" aie (l-r) NBC Station relations dir. Don Mercer; Bud 
Laing, the network's regional mgr. for station relations; and KFDI v,p.- 
national sales m,gr. Frank Lynch. Agreement became effective oxi Jfan. 1 




(dafiy piflgrara of la is oiv n. The ne t- 
*0t|s pjBffiiilted 14B ipecial broad - 

■Sm, aggcessft"© piidniotitmar pxo- 
gmjti iaeluded 18 difersent ads to- 
^iktlf ii tat^rlilojJs iii national con- 
isurwer ojagMiftfis, eoiiipituii 119 
pipas. The network prrepwed "SRO 
— i ^»'ide: screen presentation 
mxxxph$m§ fte latest ptodiwtitin 
t^crfiniqoes, and stowed it to s€»ine 
UMW' gdyertisers, 0^^' pxincipals, 
md iiaeWbers of tlie press st a series 
of kinoheons in major cities. 

Asi yrosideiit Arthur Hull Haye^ 
sitrd iti Ms ficst annual letter to 
affllitte^ :ft %ms'%: Vtiale tif a year" 
Jif the n.ftWBtk, A.nd if the start 
gcf 1914 if an|? indicatifln, perform- 
m^e will he repeated this year; 
sales fsr the first qnartier are already 
ii ahead ©f the sanae tliree mTSntlis 

of im 

Loolcijtig to the fwtnrej Hayes 
hiftted to th^ affiliates that the 
jpu^hndlsenssed return of radio dra- 
mm^ irhile still under consideration 
at CBS, is not likely to get off the 
^.uhA. "We're weighing the many 
toirfyndefaMcSs ia Wtmn- rfattdience 
a^Jpfll: an#, •Q.f egi^ictnjcs. "Our own 
Icfflxavtedgll d.oes nat suggest an im- 
madi^rte mme in this clirectimii it 
appears that listeners primarily 
'"wM't ae»*s, informatioB, informal 
eStertainment, and mnsie." 



MBmB MOTES 



Hlelseii ands miAm cesearehj A. 
ffiekea has eottfiimsd the end of its 
ftetwftrk tadio riesiearch service-, a*; 

jOiirAprfl 1964 hmi\ Mieisen 
mdjo iatf- was ^tminnted last 
fspring, Nielsen decision comes "re- 
luctantly'' bnt Is necessary bjecatise 
sBMm&& swgf ^rt Is not aydlable, 
*fCrtestffaa..siaId;. Malsfen rali'p data, 
#hicli had come tind«r se»ere at- 
tack duxing Harris eongressiianal 
rating hearings last year, ba^d been 
cjOTpJled far 21 years. 

l^^f OifeW In mBfefppoIltaO'. 'Miarnj; 
Wmii-FM ha^ switched from its 
general ffirmat to "tnp 4CF' country 
iflSiji' weste€n nausic with some 
blDfiks Iff gssp^ls; The 17-kw sta- 
titWi bpasts: Itft big gun in the new 
Isafc u: C&W&C- personality Crack- 
& |lm ftrdolCBr who has, beett with 
mm '4tMMn WMIE-A^I iot Are 



past §0 years. Hell do two sho^vs a 
day on the fm outlet (7-& a.m. and 
.3-6 p.m. Monday through Satur- 
day) and will contihue doing an 
hmif a day on WM IE. 

Mobilize for Radio Month: It's not 
till May, but the NAB has set the 
theme — "Radio, Your Constant 
Goropanion"*— and is hard at worJc 
Duttiiig together individual station 
kits for Maj-eh IS delivery. Radio 
Month is an annual event to ac- 
quaint the pubiic with the services 
radijg provides and for the second 
consecutive year will focus on ra- 
dioes; fleMbility. Previous themes 
have bren "Radio, the Heart Beat 
of Main Street,'* 1960; "Radio, the 
Best Sound Around," 1961; "Radio, 
the Sound Citizen;' 1962i and "Ra- 
diD^ the >rt}bile Mediinin/' lS6S. 

Mints »f expansion? The Medi- 
america Cumpany has set up head- 
fjuaft©rs in ^Vashingtonj D«C. and 
is scouting stations for sale. Eimy 
Tanuen, owner of WOMV Salis- 
bury, Md., irnd president of ^^^fRE 
Annapolis, is behind the new office, 
whieh ^vill also sell the two preseait 
Tannen stations and offer a t'Oimil- 
tatibn service for otiiex statif)ns»'. 



NEWSMAKERS 



George F. Dakling to WLKW 
Providence, R. I. as account execu- 
tive. He was with D. V. Jones 
Assoc. 

Mark Blinoff to program coor- 
dinator for KSFO San Francisco. 
He was an account executive with. 

TBd HepbUkkt to vice president 
and gaieral manager of WARM 
Scranton/Wilkes-Barre, Pa. 

RrcHARD Kline to the sales staff 
of KRAK Sacramento. He ^vas sta- 
tion manager of KVON Napa, Gal. 

ToKY Joussox to WLIB as mer- 
chandise manager. Mark NeideIr to 
the sales staff there. 

JbiiN L. C, ULBice, Jr. to station 
manager ttf ^\'HNC-F"m Hartford- 
Mew Haven, 

Chakles E. Speights to geaieral 
and national sales manager of 
WTAG Flint, Mich. Robert Hal- 
stead to local sales manager, and 
George Stbickler to manager of the 
outlet's new sales office in Saginaw- 
Bay City-Midland, 

Arthur J. GAssy, station manager 
of KSD Radio, St. Louis, has an- 
nounced bis retirement. 
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SYNDICATION 



Sudsy renai 



nee in radi 



Offshoot of North American Newspaper Alliance 
Is syndicating re-makes of top radio serials, plans 
dramatic and Informational shows for station sale 



"What will PhijUis Dexter s reaction 
be when kindhj old Dr. Kleinfurz 
tells her that her younger sister. 



Amanda, is going blind? 



Whij 



is it so important for the mysterious 
stranger, Count Livorno, to obtain 
a timetable of the Fall City busline 
— and hotv will this affect Fran- 
cine's marriage to wealthy young 
financier, Claude Mountebank? . . . 
Will Henry Carter, speeding to Elm 
Junction, find the letter in time to 
save Grandma Stanhope's farm?" 
MUSIC: Up and under . . . 



CLIFF-HANGER questions such as 
these, outgrowths of the intri- 
cate plotUnes which unravelled at 
glacial speed in millions of radio 
loudspeakers in the heyday of soap 
opera, may well be coming back. 

A syndicated rebirth of the radio 
"soaps" is in the works right now. 
Spearheading the sudsy renaissance 
is a new name in the syndication 
field, NANA Radio, an outgrowth 
of North American Newspaper Al- 
liance. NANA Radio will shortly 
launch its sales campaign for new 




BRASS: \A^'/i rhnirmmi John II lipeliT, radio i hief Sliriver. prp.s. Will Eisiwr head project 



production cycles of two of the 
best-known properties in the roster 
of long-run soap operas — Big Sister 
and Pepper Young's Family. 

In addition, NANA Radio plans 
to offer a Dorothy Dix and movie 
news series and a pair of dramatic 
series (recorded, incidentally, in 
stereo); an updated version of The 
Fat Man, a late-1940 radio private- 
eye series based on a Dashiell Ham- 
mett characterization, and updated 
productions of some of radio's best 
suspense scripts by pioneer broad- 
cast writer-producer. Arch Oboler. 

Although NANA's plans are the 
logical extension of a return-to- 
drama trend which has been in- 
creasingly evident in recent months 
(see SPONSOR, Dec. 9, 1963 pps. 14 
and 54), they're not a straightfor- 
ward revival movement. 

"We're not trying to bring back 
'the good old days' of network ra- 
dio — let's face it, they're gone for- 
ever." That's how William H. Shri- 
ver, Jr., the energetic Marylander 
who is general manager of NANA 
Radio, puts it. "We won't seek net- 
work deals or even regional sales 
to sponsors. We intend to sell to 
radio stations who are enjoying a 
new independence in programing. 
Also, we don't want to be in situa- 
tions where agencies and advertis- 
ers will have the kind of tight con- 
trol over radio production they 
once had." 

A number of innovations are in- 
\'olved in the new syndicated series, 
which are being produced in New 
York and Hollywood. For one 
thing, the production bases are re- 
cording studios, such as New York's 
Audio Techniques, largely because 
of their updated, stereo - wired 
equipnient. For another, waivers are 
being arranged with AFTRA so that 
stations can repeat the quarter- 
hour and half-hour shows to take 
advantage of the cumulative rating 
factors so important in radio today, 
l-lven the show-lengths are modern; 
the half-hour stereo shows are actu- 
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ally 20 wteuff^ long (wiitE space- 
' fur MllboardiS and a trio of om- 
mitrute mraniereiab) to aeeommo- 
iflate the Mttal five-ifliniite n&ivs- 
' Basis Wllfeil stations ham on the 
j hoiiy or haE-hour point ("We are 
heeftng up, not lousing up, station 
program sehediales," saj'S Shri^^er. ) 

Th# soip o^pefas, proiiiCBd from 
"rfiodernized" versions of old 
isript*,, me many of the classic 
techniqxiiBs of the "soaps" hut will 
play faster and more smartlys ac' 
eorditjg to execilfte producer Eu- 
gene Suftf a veteran of radio and 
tn? Ife'e production in New York, 
"Wte boiled down 17 scripts into 
QvTB f«r tihe first week of Big Bist^f, 
so this virtB give you softie idea of 
how 'ttou-loose' the series will he" 
reports Burr, 

From the standpoint of perform- 
ing talent, WANA Radio's plans 
aye being met "With loud huzzahs — ■ 
ajid cfansiderable caoperation from 
AFtM, AFM and other unions, 

Shri\fer isn't saying iw^iat the bud- 
gets on the radio dramas are, al- 
though they're far cry from top tt' 
yriceS:. He adrnits, how^ever, that 
MAMA Badio needs only about 20 
sttatians In the top 80 markets to 
reach a break-even point. He hopes 
tor business on the longer sliows 
from stereo-tQiced vw staftionss 
many of which have expressed a 
desire for gfeeretr drama (although 
fjBW have the kind af budgets re- 
quired to produce it locally)* 

Sponsorship deails ^1 be set by 
purchasing stations,, Shriver indicat- 
ed. K AJ^A Radio has no plans to 
drum up national spot business for 
ttf. shows, although it, intends to 
promote th|«Hi, in general, to agen- 
cies placing the hulk of nationah 
Leitel spot radSn. More shows are 
ift the woAs— including a stereo 
series based on the defring-do ad- 
ventures of one cff fiction's top 
Cliunter-espionage agents; — as well 
•ai #ynd:ieated new-spaper ,tie-ln. fea- 
tJo-rff. thtam^h HAN'A and l^lh 
^c-Qure., • 





ORGANIST: fF'i'l'Ham Meed€r pfotMes ntekiltg,. syrupy ^^moocF* mM&ic for serial scenes 




tASTi tm liomfftt C'flope*'} and Mai Smder (^'Neddis'") run through "Sig SiVfier" dramji 
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SYNDICATION 



Sinn sees UA-TV 
at $43-48 mil. 

Predicts record sales volume in 1964 as syndie div. 
preps "Human Jungle" as first -run series, plans two 
half-hour skeins, readies six new "Wolper Specials" 



A RECORD SALES VOLUME of be- 
tween $43-48 million has been 
predicted for United Artists Tele- 
vision in 1964 
by its presi- 
dent, John L. 
Sinn, \\' h o 
points out the 
company's syn- 
dication divis- 
ion this year 
will have such 
new product as 
a one-hour psy- 
chiatric drama 




series titled The Human Jungle and 
starring Herbert Lom in 26 seg- 
ments; two new half-hour shows 
also in the first run market, plus six 
new one-hour WoLper Specials. 
Other first-run syndication proper- 
ties to be made available include 
new feature film packages from the 
backlog of UA's post-'50 and post- 
'60 libraries. 

Stressing that 1963 was the most 
important year in the resurgence of 
UA-TV as a major rv supplier, Sinn 
said one of the factors contributing 
to the favorable picture was a 29% 




Above, is scene from "Over and Out" episode of "The Human Jungle," new first-run, 
one-hour series developed bv l A-TV for m(>4. Herbert l.oni (/) sKira iis i>sychi<itrist 



increase in gross sales over 1962 for 
its syndicated first-run and off-net- 
work product. He attributed this to 
the expansion of UA syndication 
into the field of public service with 
the Wolper Specials, now in prime 
time in over 85 cities, fully spon- 
sored, as well as the acceptance in 
145 markets of Lee Marvin Presents 
— Lawbreaker, 32 half-hours pro- 
duced in color expressly for syndi- 
cation. 

Of the company's current 4/^ 
hours of programing on tire net- 
works, Patty Ditke Show, ABC; The 
Fugitive, ABC; East Side, West 
Side, CBS; The New Phil Silvers 
Show, CBS; Hollywood and the 
Stars, NBC; and Outer Limits, ABC, 
Sinn said it is expected that 3^ 
hours will be renewed. In addition^ 
seven network pilots, consisting of 
5)2 hours, are in the works for 1964- 
"65 — five of them for CBS and Uvo 
for ABC. 

Pilots for CBS are: Callvoun, star- 
ring Jackie Cooper and Barbara 
Stanwyck; Mark Dolphin, starring 
Robert Horton; John Stryker, star- 
ring Richard Egan; Kibbee Hates 
Fitch, starring Don Rickles and Lou 
Jacoby; and Gilligans Island, star- 
ring Bob Denver and Alan Hale; for 
ABC: Pioneer, Go Home, starring 
Tom Ewell, and The Unknown, 
hour anthology spun off from Outer 
Lint its. 

Sinn noted that UA-TV gained 
complete production freedom in 
1963 with final sale of the studio 
culminating reorganization of its 
domestic operation. He said this 
was evidenced in the last month of 
1963, which saw UA-TV and its 
various joint-venture producer part- 
ners filming three series in New 
York, one in Florida, one in Hono- 
lulu, and three in Hollywood. Also, 
the Cincinnati office, at one time 
UA-TV's home office, is now closed 
and all its functions — except book- 
ing and shipping, which rernain 
there — have been transferred to 
N. Y. 

On the international scene, UA- 
TV is now supervising its own oper- 
ation in Canada after years of rep- 
resentation by All-Canada Ltd. and 
has also organized its own sales dis- 
tribution overseas. The internation- 
al division distributes all UA-TV 
product supplied by network pro- 
graming, first-run syndication, and 
off-network shows and features. ■ 
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SUii#l^ »^ Hther m, wew advertising latid protnotian plaMs tor Horton & || 

^»iJv.grsjB sgftnsQpsMp qI new radio drama seriesj "Adventures of Sherlock || 

iMfflte^" aer (i-i:) Ted Htwton, Lennen & Newell v.p.-gjeii, mgr., Los An- || 

gels^Sfatin Fliesler, v.p.-gen, mgr. of KHJ (L.A.)i and Leonard IJavid- || 

•son, pftsMent tdt tfte lS-st«re prescription pharmacy chain in Southern ^ 

Csflaarnla^ PMWBon i *ed by KHJ each SMwday at 5 p^m. (PST) g 

1 
k 
11 

Britaiji, Guatemala, Holland, Hojig 
EtMig, Italy, Jamaica, Japan, Kenya, 
Kuwait, Lifeeria, Luxembonrg, 
Malta, Mexim, New Zealand, Ni- 
geria, Norway, the Philippines, Po- 
land, Portugal, Puerto Rico, Rho- 
desia, Stotland, Sierra Leone, 
Spain, Sweden, Switzerland, Sudan, 
Trinidad, Venezuela,^ Virgin Is- 
lands, and Uruguay. 

NEWS NOTES 

TFE promoters^ Officials of Tele- 
vision FUm Exhihit '64 have an- 
nounced tliat Gene Plotdik of King 
Features Syndicate- TV and David 
Warttn of Jayark Films will handle 
all the exhibit's priirted material 
aad press information. TFE '64 
fl^ill be held at the Piok-Congress 
Hotel in Chicago,. Apr. S-S, cjoincid- 
iBg \yith tke 1164, HAB, cojiventicft. 

TAG r«new^6d: Thirty-three sub- 
scribeiiS of Televisiojo Affiliates 
Carp. (TAG) have renewed their 
memJjersMps ipt extended periods, 



5iT'S0 Frern:ariit.te. ihrs. 
aired ^cj'-s#'8r§ in IB^B 

Ffemantle International, overseas 
ptCisgcSSifi distributar, reports it 
pllfeid; a fcatil of 5^750 h<*urs of film 
]pQpittHi,ff;g ;in pountrieB on si* cen- 
iinenti during li63. Also, the fitm 
is nmv producing over 100 hours 
per week af li^e programing, in- 
eiudiflg Bert Claster Pfoduetians^ 
Mww^'0i M&Mifi^ .Lflcai piffldii!e;tixins: 
■of BBmpw have 'been.. :Sita:rfe'd 
in Australia, Japan, Mexico, and 
Sfe*@tlaB;d an.d, duriug last y ear, Fte- 
isaixtle; took over Cana:dlan distri- 
'fettf fMi, 'of the :sho'W« 

ft-iiMMnlle hm 127 series in for- 
fign dlif ri'bjjtianv iiitlud-iiTg Official 
Fllms^ Mfygmpf^ m coiHitries, 
and WufmhM^^ 'Ommcit^:^, distributed 
illtertiMiOTally Fremmtle for 
mW-W- tlMfttoO ^ars, 

fioCWflffes Ja ifhicli Frertmntfe 
mrrBBfly 'hij w tlffl an€- iJve. pro- 
naming mmaffitinffitts are; Aus- 
tttfej, Helgimn, EKazll, Canada, 
■CfelftinMa,. Cyprus, D'&nmark, Fin.- 
had, GmmMiy, Gibraltar, Grea^t 



JACKSON, MISSISSIPPI 



OVER 
150,000 
TV HOMES 



OVER 13/4 

BILLION 

DOLLAR 



UG15 

JACKSON, ilAISSISSIPPi 



/in south bend-\ 

• EiKMART 'i 
V PEOPLE WATCH 



;/ AUO MB WlTg 1 
'I A I 

V > 




WNDU-TV 

SOUTH BEND • ELK HA JIT 

C)I,LL VEHARD. TOW&ET * McCONNELL, i™? 



&9 



S TAT ION REPRESEN TAT IVES 

O'Connor firnn gears new push 
to sell closed -circuit in N. Y. 



Roger O'Connor, in the representa- 
ti\'e business less than a year and 
currently boasting a list of four t\- 
and 25 radio stations, will be carry- 
ing word of a new advertising me- 
dium to agency timebuyers and 
advertisers. 

As national sales representative 
for channel 6 in New York, known 
in hotel circles as Teleguide, 
O'Connor has set up a "double 
team" sales concept for its new 
client. The regular staff will sound 
out agencies on the idea and two 
men hired direct from Teleguide 
will pitch the closed-circuit system 
to individual advertisers. Presenta- 
tions will initially be made only to 
advertisers after a prestige audi- 
ence of travelers with ready cash 
to spend on class consumer pro- 
ducts and to World's Fair exhibi- 
tors. 

Teleguide, owned by Sterling 
Movies (information films) and 
operated by subsidiary Sterling In- 
formation Services, is constantly in- 
creasing its circulation and has, in 
the few years of its existence, been 
installed in some 50 New York 



hotels. In addition to ch. 6, it has 
been franchised to program chan- 
nel 3, the foreign language outlet 
of the system, and channel 10, re- 
served for private use of conven- 
tions and special exhibitors. O'Con- 
ner represents only 6, which is on 
the air 18 hours a day with tips on 
New York entertainment, sailings, 
airline flight information, news, 
weather, time, and ticket availabili- 
ties. 

(A detailed report on Teleguide 
will appear in an upcoming issue of 

SPONSOR. ) 

Dakota web to STS 

Via a deal with Dean and Slaugh- 
ter, Minneapolis-based representa- 
tive. Spot Time Sales will take over 
national representation for the 14 
radio stations in the Dakota Sales- 
maker Networks. 

In exchange, D&S has been as- 
signed a ten-state sales area in 
which it will operate as exclusive 
representative for STS. 

A reorganization of top echelon 
personnel accompanies this upbeat 



development at STS. Carleton 
Loucks, vice presideat and manag" 
of New York Operations, has be^n 
appointed executive vice president 
and treasurer. Loueks will continue^ 
to head up New York operations, 
with president John E. Erickson 
headquartering in Chicago. | 

John J. Cook of the New York' 
sales staff has been appointed viceJ 
president in charge of sales, operat- 
ing in New York. John Papas of the 
Chicago sales stalF has been ap-t 
pointed vice president ill charge of 
Mid-West sales. 

Two men have been added to the 
sales staff. Ernest L. Metcalf, Jr., 
formerly a media buyer in the New 
York office of BBDO, joins the New 
York office of STS and Edward 
Stein, most recently with CBS Ra- 
dio in Chicago, will operate from 
the STS office in that city. 



NEWS NOTES 



Rounds out Maine web: WLAM 
Lewiston, Me., has appointed 
George P. Hollingbery as national 
representative, effective Feb. 1. 
The station will be sold in con- 
junction with the Hildreth Net- 
work, a grouping of stations in 
Maine, including WPOR Portland, 
WABI Bangor, WAGM Presque 
Isle, WRKD Rockland, and WTVL 
Waterville. 



REALLY PULLING THE RUG OUT 



Bob Allen and Boyd Rippey 
of Venard, Torbet & MeCon- 
nell's San Francisco office re- 
turned from a festive holiday 
luncheon during Christmas 
week to find their secretaries, 
Dolly Abbott and Pauline 
Landon, standing on the side- 
walk, clutching file folders 
and peering up at their 249 
Pine Street office building. 

They had been evacuated 
without any prior notice when 
their building was suddenly 
condemned by city inspectors. 
Seems that excavation next 
door for the new Hong Kong 



Bank building has weakened 
the foundation of the 249 Pine 
building to the extent that 
walls were cracking and floors 
sagging. The inspectors moved 
in quickly and evacuated the 
whole building, adding very 
considerably to the Christmas 
Week confusion. 

The refugees of Venard, 
Torbet & MeConnell are now 
operating virtually from pack- 
ing cases installed in quarters 
at 2 Pine Street. They did, 
however, salvage their old 
San Francisco phone number 
—697-6187. 



N EWS MAKERS 

Boris Frank to account executive 
at Triangle Program Sales. He was 
sales vice president of Overseas 
Broadcast Services, Ltd. 

Richard P. Levy to the New York 
sales staff of Storer Television Sale.s. 
He was formerly with Edward Retry 
and Co. 

Tom Cosgrove to account execu- 
tive in CBS Radio Spot Sales' Chi- 
cago office. He has been with 
Robert E. Eastman & Co. 

Douglas L. Yates to the New- 
York sales staff of H-R Television, 
Inc. He cOmes to H-R from Metro 
TV Sales where he was account 
executive. 

W. F. Mitchell to manager of the 
Montreal office of All-Canada Radio 
and Television Ltd., replacing Ket? 
Baker. Gordon Foster will take 
Mitchell's place in Toronto. 
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^if^ i«e'B . g4-yi>>l;FBB<. t^M g&w ug tfee gh#st aft .its eQflm)grci.al:s 

;fftl;iayMaa^! J-asti . y^^ai^— biSl. it> prgmdses gl^ser &Ti:rvB il.laiic e on a 

ttftaHtiffl^HSlf j( tfeiS Gonlmigsian membsrs said they did mat have enoBigh 
intffirteaSi QJi at IbXs time om whiefe t® teas© a "sQiiHd SBt &t standards" widely 
g^plttaKti %M tfea ymMm^t Infeatery ixi limit^lrtg ©«tni».eFclals» Keltlief sta- 
tisn lojgs nor the reGgnt ill— f it&d prooggdings jtwyided -tije ageaiJiy with that 
laif ,.M.r 

Ihe Goflffiission ha^ salso Qums t o K©aliae that thB whole matter of com- 
^DjeTi?i.gl, iicteiyrByfct'iji ■rWld m&i. re^i earth Mf^ore any intelligent act ion 
SSBil#' STOm &e slig#iB4*d, In the ivay ^f" rmf^'raiing advert isdng ov-erl-oad* 

^ll^- gii J^gU piiE^> g/jing hgp.g oa the RAtB's:,g:iai.ag:igard y^saargh into the glattB.F 
awt . fjialylf la'^a^tg ,of . .T¥ commjBirfeiatis^ 

jfcLso^ it.iissiiriis that its deeisiua Mot t® ad^pt th© iadoastry eodas 
f4«i:p«t «ian the ,?tli thiia^s the^ ar« vaXual.ass,, or to-o easy &r too ttai'd m 
%Mi. industry. FdB says it''s glai, to- hay©' th© e'f.d^s ai'O'Un^ as o:ne avenue of 
e^tttroJ, m thB. fi»ir»©rcials tlm4 — ^an mmm the &'^mw teSBS may b« msA» 

**MmxB BfCB'Gtive* in th© -f^tAjrf 

^^if^ ^Wbm 'QmmlEmlSM, will bat*-© twiB ghg-gfes on tsgga'fl^^aBt gi-jgimBiWialg in its 

-j^g^ fea^Bf B.at.'ra.l«, . 

:iFi:Fst will "bi- 1ib.B' inii5r# dretail^Bd pr'&graa .F©p«r'ti^:g to^m. It will Is©' 
al-Sflji t1i-t IJttHS. -at r».!fBnt .'proposals that 'te^iaght c'riBs' tff angaisti. froM 
fe^oiLde*#.ttBa^s- Pf."!* its Blab-fT^Stl!. g|i:©stionnair©:, 

;iB6l«tt.d .fha^BS witB thB hBilt *f th© teore drtaiXed jir'ei^gmtt aCxjMSi&ting^ 
IhBi staff will fiiiKd and pull out r©p»rts with heaviest oomnierelal BDh©dules^ 
snd r^wfi I.Mm.t;Q tm full OaanaisBion, '^tm .esaBi4B:ratifM.^and aeti^on. " This- 
will 'hB ah ^Interim'* aiBasure to pr«v:ide th© Commission with more amfiiunition 
£cm f wlui-B' tT%:m at ^ftBaling m.ojre ^s^mt;%^^ with this,, prehleit, " 

'illf^ Bti!joadgas t e r s gre ' v&f&e^ not t-0 st#P with eommHmity ahe'gk: on program' 
meAn. . in'tey.^stts.— 'theg miist also. , beat %i» . .bashes fm yjgwBr amft 
llstBgej^ r.eggt.i»n 't& p-0'mme.T'eJ:al pyaotiBBS-v 

fh=B lies Still f»-Bls it Tsm ttB: authsjlty ta «alcB i*u1bs in this 
if it wants t** in spite nf the fiasco of th© rulemaking and th© oral 
h^^arlAgs,, #-CSe has n^st. s^^itB ^aid "unclB" tt thB' indust^ry.. ThB ;G»iHffli,&si:QiL 
m^-B. 'ifn.'*t f o'riBt that it has <Q'®niSi.d©rai' #yst-e'tilltlB5f-es:iali.sati#.n in a .nwabB'f 
ttf a«se» ;Q-y?BJ* the yBCra., ,Md At has i^insisteiitly tafeBja. the pQSlti'Qiii tiftat 
tMs is^sKi iip^j^tant fkctD-i- ia IMgiing frogfraa ^^i^ffTsant-B at a;p^lfiati*tt 
i^-d r«n#^lf 

In sfiirt^^ tB,B« is «fef'fl ttea fi»B-mr fc-i* sMti,a'^t, m pj*Bsi#Bnt fe»Qf 
OollinS will tjaidQUbtBdly rBminnS th© MB boards at J'lo^rida SiBBtings tha,t 
;p;rBSBWB: W i;mpi*«B g:luttB.p JSad ^taality ESpPSts of ty G-oamerwials is .n>ot to 
lit ii^* 
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Msmx horn nsifimfs, 
infcepest t© adtttta 
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-jjf-^ The Surgeon General himself has admitted lhat f liter tip S; were mis- 
takenly given a bad press in tHe first stories to r<?ll on . Jaa^ 11^ 

Smoking and Health report ^by the HEVV Special Myisgry gommitt#g« 

(SPONSOR was not one of the publi cations to tji,ke the \rrong taBk on 

filters. Sponsor-Week, Jan. 13, pointed qu% Seii» MMWint iembeiPgei:' ' S 

advice to FTC to ease moratorium on prefeTential health claims by flltsrsi 

provided they admit nicotine and tatr content and oversell hazardi ) 

In response to a request for Correction by Sen. Jahn S* dooper (S** 

Ky. ) , Surgeon General Luther Terry said the smoking report did wot say 

"filters have no effect." Press stories to this effect were ap]parfentl? 

based on miBunderstanding during the eloSed-door briefing period;. 

Further, Terry agreed with Goopef that mor© research on th© seletf- 

tivity of filters — as well as on components of smoke Itself — ^would be 

"unquestionably" a desirable course. 



-^^-^ Sen. Cooper found indications in the rgport thstt filtered s;pft|Eg is 
to some extent preferential to ngn-f iltered, and tfiay beicotte Intyreas-^ 
ingly so , with research. 

On pp. 60 and 61 of the report. Cooper f oUnd Comment indicating pos- 
sible filter benefit : one on the fact that "qxidatiffn" could reduce harmful 
gas Concentrate found in "side-stream" cigajfette smoke | a seeonda tteat 
carbon filtration seems to eliminate certain of the gas elementsii wiiich 
"depress ciliary activity." (RoUghly> clliaty actiJOn is the natflrial fil- 
tration in lining of lungs and bronchia. ) 

'A'tAt Sen. Cooper tried to push matters a bit further by suggesting tftat 
filter ci garettes mi ght, by their filtratlom it mm^s, comminly 
referred to as "tars, " equate "smoking fewer cigarettes^" 

The Surgeon General's letter could give only a very qualified ''Ee^^-; 
perhaps," answer* But he gave indirect comfdi:'t to njanflltBr brands by 
saying that until further research pfoves otherwise— filter® c«uld; b:e 
playing a good-bad role* They may select out certain harmful SU^sStanceSv 
but selectively permit passage of others- 



■^^^ In her own report on the SMolclng yepoft , Sen, Eeuteeyg^-r quoted -AnieylT 

can Cancer Society Studies ' finding that filter SffitfkgrS We^re ^*,gen.-. 
e rally free of coughing** and other smoker sypptomSy 

Also, in line with Kentucky Senator Cooper's Comment J "TH.eT'i is; naw 
evidence that the removal by filtration of eiliast^'ti^ s^ib Standee's maf 
also aid in reducing the hazard of cigarettes. " 

It is this possibility that led JJrs. NeuTserser to aAvlse ETd to j«er^ 
mit bona fide competing claims by flltertipSj In a ne» but striffngl^y |>;Qlice€ 
"tar derby." She figures competition will be added ineentlve W manufac- 
turers to lessen tar and nicotine content* 

It now remains for ingenious TV commercials to assure the smfikir ttefit 
"The Brand" is good for him — but cigarettes are bad for him. 
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'\mO salutes Wasliiugton's finest 

\ y XJ , , countrv and even to 

- , in the Xation-s Capital, but ^^^-^Sand W 

'a'^'lani customers ic^^ for the finest nver- 

^'''iTund of confidence, based on the firm pnde in serving as 

special kina oi n taste. N\ >N ^^r'^ ,^>„li.pVs three stores, 

a showcase for Ihe aB unique in the « eustomers 

for the prograni of 'P-f ^ ,„ the people of %V a=hm.'"«V ^ye thank 

tretrit -d in »anr corne-nhe ,loi«^^^^^^ 
ruU:S3;;n;:Un.a^^^^^^^^^^ .or^. is indeed 

^irc'-ti^^ttr^^^^ ^» 
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